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THE WOMAN'S” 
MAGAZINE 


Published in the WORLD’S FAIR CITY 


Is the “ONE” and “ONLY” publication in the world 
having a PROVEN circulation exceeding 


One Million Copies 


EVERY Issue (EVERY Issue), 


and is the only publication that VOLUNTARILY PROVES 
it EVERY issue. 

All advertisements sent THE WOMAN’s MAGAZINE are ac- 
cepted with the distinct guarantee that its circulation is “OVER” 
One Million copies EVERY issue, and that we voluntarily prove 
it to the advertiser’s satisfaction EVERY issue or run his ad free. 
We request all advertisers and advertising agents to make this a 
condition of contract when sending us an order to insert adver- 
tising. 


PROVEN Circulation is Better than CLAIMED. 


Not a copy is wasted. Every copy goes out in a separate 
wrapper to a different reader, and possible buyer of your goods. 


No News Stand “Shelf” Circulation. 

We have a larger PAID-IN-ADVANCE subscription list 
than any other “ONE” publication of any kind or class published 
anywhere—and PROVE it. 

Advertising Rate, $4.00 per agate line. - 

If interested, write for proofs. They will be sent you by 
first return mail. 


We Sell PROVEN Circulation Only. 
Che Woman’s Magazine, Siti.2 $t. Louis, Mo. 
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Rowell’s American Newsparer Directory tells the circula- 
tion of American newspapers and tells it truly. It gives the 
present circulation as well as for a series of years past, thus 
enabling the advertiser to determine the probable future. 


We have used the 


American N ewspaper 





Directory in our adver- 
tising department dur- 
ing the past ten years, 
and could not get along 
without it.— Walter 
Baker Co., Limited, 
Boston. 


The price of the American Newspaper Directory is $10 
net cash, all transportation charges prepaid. 


GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., NEw York. 
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ADVERTISING HIGH-GRADE 
UND ERWEAR. 





Dr. Debel’s Linen-Mesh Un- 
derwear, which was invented by 
the physician whose name it bears, 
is said to be the original form of 
this now popular underclothing. 
During the past six years it has 
been somewhat extensively adver- 
tised in this country and Europe, 
chiefly in magazines. The business 
is placed by Mr. Alfred W. Erick- 
son, 127 Duane street, New York, 
who recently said to a PRINTERS’ 
INK reporter: 

“Last year’s appropriation was 
between $40,000 and $50,000, which 
went largely into magazines and 
booklets. The garments sell for 
$6.50 the suit, and it is necessary 
to reach a class of people who are 
fairly well-to-do. One million 
booklets were mailed and dis- 
tributed through stores last year. 
The company has a list of 60,000 
customers at the general offices, 
491 Broadway, and also draws upon 
telephone directories, blue books 
and similar sources for high-class 
names and live addresses. All lit- 
erature is mailed from New York, 
and there is a complete and ef- 
fective follow-up system. Ads are 
largely made up of invitations to 
send for booklets. It is hardly 
possible to describe our goods to 
advantage except in a booklet, for 
there are many scientific facts 
about linen underwear, as well as 
about wool. Dr. Henry L. Deimel 
invented this form of fabric ten 
years ago while in California tak- 
ing treatment at a mineral spring. 
Coming to this country from Ger- 
many, he thad always worn linen 
undergarments, but adopted wool 
in the belief that it was necessary 
in our climate. He never took 
kindly to flannel, however and 
when he began studying the rela- 
tive merits of wool and linen he 
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soon evolved the linen-mesh. Boil 
a woolen undergarment at 212 de- 
grees Fahrenheit, which is neces- 
sary to thorough sterilization, and 
it will come out in a knot. Wool 
contains animal matter, does not 
absorb perspiration, does not dry 
quickly, is irritating. Linen, on the 
other hand, absorbs moisture, dries 
quickly, is clean, can easily be 
washed, and is pleasant to the 
body. The mesh fabric is the one 
form in which linen can be woven 


(uicen ean 


Wearers of the Dr. Deimel 
Undergarments do not worry 
about changeable weather. The 
aré always confortable and well 
protected, 

Booklet .tclling all about it, with 
samples of linen-mesh, mailed free.. 
THE. DEIMEL. LINEN-MESH CO, 
(Originatare of Lines -Mesh? 

Dept. B 48, 491 Broadway, New York 
Sa 2 \ 
" =e . ‘ wes Hostrapery 





so as to permit free circulation of 
air. It keeps the dy warmer 
than would an air-proof garment. 
These are a few of the arguments 
that are worked out in detail in 
our literature, with scientific opin- 
ions and testimonials. Linen un- 
derwear was worn upon the pre- 
scription of such eminent sages as 
Hippocrates, Moses and Ezekiel. 
The company owns its own thread 
and linen mills in Germany, where 
the linen-mesh fabric is made, be- 
ing imported and fashioned into 
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garments in this country. Practi- 
cally all of the leading magazines 
are used, and it is now our inten- 
tion to take up daily papers in 
about twenty-five of the foremost 
cities of the United States. In 
New York we shall use the Even- 
ing Post, Mail and Express, Com- 
mercial Advertiser, Tribune, 
Times, Sun and Herald. No, the 
World and Journal are hardly suit- 
ed to our proposition. The Tri- 
bune is very much alive so far as 
our commodity is concerned, reach- 
ing a prosperous, intelligent class 
of readers. In Philadelphia we shall 
use the Ledger, Bulletin and pos- 
sibly the Press; in Chicago, the 
Record-Herald, Tribune and In- 
ter-Ocean; in Boston, the Herald 
and Evening Transcript; in San 
Francisco, the Chronicle and Ex- 
aminer. Dailies selected in other 
cities are of about the same stand- 
ing—those reaching the best class- 
es of readers. Dr. Deimel’s Un- 
derwear is also advertised exten- 
sively in medical journals, as we 
find it very much worth while to 
interest the medical profession. A 
fair amount of advertising is also 
done in trade journals. Some time 
ago a prize of $50 was offered for 
the best trademark lettering of the 
words ‘Dr. Deimel’s Linen-Mesh 
Underwear.’ The prize was won 
by Mr. W. Montgomery Smith, of 
Plainfield, N. J., and his design is 
now used in all our advertising. It 
will probably be news to many ad- 
vertising men to know that Mr. 
Smith regularly receives fees of 
$so for so simple a design. He 
does work for Sozodont, Royal 
Baking Powder, Abbey’s Salt, All- 
cock’s Plasters, Ingersoll Watches 
and other well-known commodi- 
ties. His lettering is valued for 
legibility, grace, attractiveness and 
space-saving qualities.” 





FEacerness to see the name of your 
product in print should not be permitted 
to dull your sense of caution.—The 
Advisor. 

—_—_++ ———_ 


Aw ad in the paper is worth two in 


an desk—(with apologies to every- 
body).—White’s Sayings. 
— 








Tue farmers are the most prosper- 
ous class of people in good times, and 
the mest prosperous in hard times. Ad- 
vertising to reach the farmers is an 
“all-the-time” proposition, — Judicious 
Advertising. 


SELLING A GOLD BRICK TO 
A HAYLOFT RUBE. 


A certain respectable Reuben went 
from the country district to the city and 
among other purchases of choice speci. 
mens bought a half dozen gold bricks, 
paying the usual average price with the 
average result. 

He was “soaked” so hard that he 
sneaked into the hayloft when he got 
home, hid the bricks carefully unter 
the hay, and never after dared to go 
and look at his purchases, for it hurt 
his feelings to bring to mind how he 
has lavished his money on the promises 
and statements of other people. 

This Reuben had a_ half brother in 
the City who bought gold bricks of about 
the same value and paid even higher 
prices. He was an advertiser. He 
bought space in newspapers claiming, in 
some cases, five thousand circulation, in 
others thjrty, in others one hundred and 
oy. thousand. 

e bolstered up his belief that they 
really had gold inside, by consulting the 
inspired and infallible directory of the 
advertising agents, where the news- 
papers had paid from five hundred to 
one thousand dollars a page for a nice 
little advertisement which sweetened the 
way. 

Then he incidentally heard that the 
Auditor of the Association of American 
Advertisers had discovered that the five 
thousand circulation paper had about 
two hundred and fifty copies in_ their 
issue, the thirty thousand “brick” was 
shown to be about four thousand, and 
the one hundred and sixty thousand to 
be about thirty thousand. (These are 
actval ratios from some late investiga- 
tions.) 

It hurt the City Reuben’s feelings to 
think that he had thrown money away 
and he refused to join the Association 
of American Advertisers because he 
could not bear the strain on his nerves 
and look facts in the face. 

If you are an advertiser, whether you 
are a member of the Association of 
American Advertisers or not, vou are a 
Reuben, You don’t buy quite as many 
gold bricks if you are kept posted by the 
Association, but you buy plenty. 

If a member, you pay one hundred 
dollars a year to look at the inside of a 
good many of the bricks. It pays the 
members, even if it hurts their feelings. 

Tf you are a hay-loft Rube, take a 
nerve tonic and join us. 

Resnectfully, 

Association of American Advertisers. 

The above is a specimen argu- 
ment issued by the American Ad- 
vertiser’s Association and intended 
to influence those general adver- 
isers who are not members to come 


in and join with the Association. 





Op shelf-worn goods are like hot 
cakes—heavy to carry around.—White’s 
Sayings. 

———_+o+ —__ 

Never tackle a big city unless you are 
fortified with large resources—they are 
very slow in responding to a new ad- 
vertising campaign.—The Advisor. 
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The American Newspaper 
Directory for 1903 shows 


THE 


Pirtssurc Press 


to have a larger circulation 
than any other newspaper 


published in Pittsburg. 





C. J. BILLSON, 


Manager of Foreign Advertising, 
NEW YORK AND CHICAGO. 
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WEEKLY AD CONTEST. 

For the purpose of fostering an ambi- 

tion to produce good advertisements, re 
and others—Printers’ INK con- 
ducts this weekly contest. 

Any reader or person may send an ad 
which he or she notices in any newspa- 
per for entry. 

Reasonable care should be exercised 
to send what seem to be good advertise- 
ments. Each week one ad will be chosen 
which is thought to be superior to any 
other submitted in the same week. The 
ad so chosen will be reproduced in 
Printers’ INK, if possible, and the name 
of the sender, together with the name 
and date of the paper in which it had 
insertion, will also be stated. A coupon 
~~ for a year’s subscription to 

RINTERS’ INK, if possibte, and the 
mame of the sender, together with the 
mame and date of the paper in which it 
had insertion, will also be stated. A 
coupon good for a * subscription to 
Patnters’ Inx, will be sent to the per- 
son who sends the best ad each week. 
Advertisements coming within the sense 
of this contest may be taken from any 

iodical, and they should preferably 

announcements of some retail busi- 
mess, including bank ads, real estate ads, 
druggists’ ads, etc. Patent medicine ads 
are barred. The sender must give his 
own name, the name and date of the 
paper in which the ad had insertion. 


TWENTY-SIXTH WEEK. 


In response to the competition 
announced here sixty-four ad- 
vertisements were received in time 
for report in this issue. The one 
reproduced below was deemed best 
of all submitted. It was sent in 
by Clark Alberti, San Diego, Cal., 
and it appeared in the Los Angeles 
Times, May 29, 1903. A coupon 
as provided in the conditions of the 
contest was mailed to Mr. Alberti, 
The display and argument are 
commendable for their simplicity, 
Advertising of this sort is doubt- 
less productive of good results, 
Retailers are invited to send in 
advertisements which they use in 
their local papers and publishers 
of local papers may send names of 
local advertisers who would be in- 
terested in Printers’ INK. 








So the Moths took advantage of your 
absence last summer and simply 
ruined that fine pair of portieres— 


And you worried so much about the 
condition of your furs that you didn’t 
get half so much good from your 


vacation as you ought— 


BETTER let us place such valuables as these in out 


Cold Storage rooms this season. 


And then 


forget all about them until you need them again. 
We insure furs and fabrics against fire, theft and moths 
Nor do they smell of disinfectants when you get them again. 





We call for and de- 
liver goods without 
charge. They are al- 
ways subject to your 
examination. 


Los Angeles 
Ice and Cold Storage Co. 


Phone Exchange 6 for our price list. 
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13,41 pogo ! 
The Kansas City 


WORLD 


made this record during May, 1903 


This was the result of a bold stroke of the management 
to meet its well-known competition of ‘13 papers for 10 
cents.” On May 1 The World announced 


‘‘7 Issues for 5 Cents” 


Fifty sub-stations were established, in charge of W. O. 
Wilcox, the crack circulation manager of the West and the 
originator of the ‘‘sub-station” idea of circulation. New 
subscriptions (3 months or more) were taken at the rate of 
over 500 per day for the month. Every subscriber got his 
paper promptly and the move was successful. 


Present indications are that we will beat the May 


record this month. 


The World now guarantees advertisers a net average 


circulation exceeding 
copies ¢ daily 


FOREIGN ADVERTISING DEPARTMENT. 


B. D. BUTLER, Manager. 


705 Boyce Bldg., Chicago. 52 Tribune Bldg., N. Y. 
Tel. 481 Centrai. Tel. 2807 John. 
Cc. D. BERTOLET. JAS. F. ANTISDEL. 
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An advertiser is frequently at a 
loss to decide which paper to use 
in a distant field. 


He cannot make a mistake \f he 





selects one that carries the adver- 
tisements and the indorsements of 
leading advertisers at the place of 
publication. 

Tue Ca v’s strongest argument 
is its Jarge circulation in the homes, 
a fact claimed by the publisher and 
verified by patrons of its columns. 

In this issue of Printers’ Ink your 
attention is invited to a few interest- 


ing letters from advertisers about the 


San FranciscoCall 








WRITE FOR ADVERTISING RATES. 





ADVERTISING REPRESENTATIVES : 
STEPHEN B. SMITH C. GEO. KROGNESS 


30 TRIBUNE BUILDING, NEw YorK MARQUETTE BUILDING, CHICAGO 


a 




















. 
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“Over twenty-five years of continuous ad- 


vertising in the Call. High percentage of its 


big circulation in the homes.” 








LoOnoon PARIS Ew vore 





San FRANCISCO.CAL May. 23, 1903. 


Dear Mr. Martin:- 


Over twenty-five vears of contimous ad=- 
vertising in the CALL is the stronzest possible endorsement that we 
can give you. For the past ten years you have had regularly double 
the space that we use in any other Sen Francisco publication, and we 
are confident that it pays. 

Were it not for the fact that the CALL has such a high 
percentage of its big circulation in the homes we could not find it 





prefitable to patronize its columns so largely. _ 


Very truly yours, 
MOFFATT & Co.decowonxtes) 


: Jf LJ) PRESENT. 
via C oz CO 
U 


Che San Francisco Call, 


60,000 Daily. 70,000 Sunday. 


IN THE HOMES. 








Write for advertising rates. 
JOHN D. SPRECKELS, Proprietor, 
W.S. LEAKE, Manager, San Francisco, Cal. 


STEPHEN Bb. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, Advertising Representative, 
go Tribune Bidg., New York, Marquette Bldg., Chicago, III. 
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« The best medium in 
San Francisco ----better 





Importers of ~ ‘Telephone Clay 281 Corsets, 


aie 


Phelan Building, 816 Market and Ii O'Farrell Street 


* Underwear 
ete 


Rn amie -May 23, 1908, 





W. J. Martin Eeq. 
Business Manager The CALL. 
Dear Mr. Martin:- 

In response to your letter asking if I 
have had occasion to change my views heretofore expressed regarding 
the CALL as an advertising redium, I mst frankly say yes. Last fall f 
wrote you that I considered the CALL the best redium in San Francisco 
for advertising goods sought for by women. I am now confident in the 
Delief that the CALL is better than ever in that particular. 





The results I get from my larze ade in the Sunday CALL (the 
only Sunday paper having my announcements) are gratifying in the highest 
détree. Accept my assurance that my limited store capacity is the 
only bar to a larze increase of my present advertising order which now 
exceeds with you 60,000 lines anmally. 


Yours truly, 


Site 


Write for advertising rates. 


JOHN D. SPRECKELS, Proprietor, 
W. S. LEAKE, Manager, San Francisco, Cal. 


STEPHEN B. SMITH, C. GEORGE KROGNESS, 


Advertising Representative, 








Advertising Representative, 


jo Tribune Bldg., New York. Marquette Bldg., Chicago, Ill. 
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6 Reaching the patron- 


age of the homes.” 











SOLE MANUFACTURERS OF 


sors Kast-Iron” 







gle aa 
‘ aia Minnncten’ May 23, 1903. 


r 


Dear Mr. Mertin:- 

Certainly the CALL deserves any endorse- 
ment I cen give as to its value as an advertising medium. It 
being strictly a family poper and most largely read by the 
class I am particularly desirous of reaching, I have contracted 
with yeu for the use of large space during this year. 

Were I not strongly impressed with ite value as a medium 





in reaching the patronage of the homes, the CALL would not have 





been selected for the purpose. 


Yours truly, 


ant 





Write for advertising rates. 


JOHN D. SPRECKELS, Proprietor, 
W. S. LEAKE, Manager, San Francisco, Cal. 


STEPHEN B. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, Advertising Representative, 
3° Tribune Bidg., New York. Marquette Bldg., Chicago, Ill. 
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«In the homes the 
Call is strongest 





Mamurac tunes a enance svone 106 Gurtw Sracer PHONE PRIVATE EXCHANGE ese 


Marks Brow, 


MARKET ST. GET. TAYLOR & 





ZB % - Col 


Mr. UW. J. Martin, 
Business Manazer. 
Dear Sit:- 

The best endorsement we can give you is 
that we ere so well satisfied with Call publicity we are keeping it up 
to a larger extent than ever. The fact that we enlarged our already 
commodious quarters we attribute largely to the use of Printers Ink, 
and in no instance have we found it more remineretive than with the 
CALL. gur busineéeymist have its widest publicity in the homes and 
that’ is where the CALL ic strongesti 


Yours 5 ee truly, 
af ankd 


Write for advertising rates. 


JOHN D. SPRECKELS, Proprietor, 
W.S. LEAKE, ee San Francisco, Cal. 


STEPHEN B. SMITH, C. GEORGE KROGNESS, 


Advertising Representative, Advertising Representative, 








3° Tribune Bidg., New York, Marquette Bldg., Chicago, Ill. 
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“The Call CoA 





PHONE Main S211 


10 THiro StTReet 
NEAR MARKET 


San Francisco 


AGENTS UNION STAMPED 
SnHoes 


We have mo branch stores 
oragentea 4 44 4 4 





B KATSCHINSA: Proretton 


Sen FPrencisco, May 23, 1903, 


Mr. W, J, Martin, 
Business ‘fenazer. 
Dear Sar:- 

I welcome the cpportunity to exprese my crinion 
concerring the CALL as an edvertising 7ediuk, especiailiy for the trede 
with women. 

In ry business (shoee) I am ebdle t> check quite eccuretely 


the sources of returns and in doirg so fani the TALL second to none in 





bringing trade of the very best class. I now ase with you e helt 
colurn or over twice each week. My store is crowded with customers 


and I attribute a large reesure of my euccess to the use of CALL space. 


ZB. tm (ye, yours, 
| 


Kiba LC. 9 





Write for advertising rates. 


JOHN D. SPRECKELS, Proprietor, 
W. S. LEAKE, A eeogete San Francisco, Cal. 


STEPHEN B. SMITH, C. GEORGE KROGNESS, 
Advertising Representative, Advertising Representative, 
30 Tribune Bidg., New York. Marquette Bldg., Chicago, Ill. 
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IN POUGHKEEPSIE. 


PoucHkeepsig, N. Y., joe 6, 1903. 
Messrs. George P. Rowell & Com ny. 

GENTLEMEN—We return your blank 
report for the American Newspaper 
Directory duly filled in, except the circu- 
lation. As to that we prefer not to 
have our paper quoted at all, not be- 
cause we doubt your willingness to 
quote it correctly, though it is notorious 
that the American Newspaper Directory 
has in the past purposely stated it in- 
correctly, thereby doing us a gross in- 


justice. The advertising aeaey of 
George P. Rowell Company knows 
rfectly well that the Eagle is the 


eading daily paper in Poughkeepsie. It 
has in the past given us preference, and 
when it prints our circulation with the 
cabalistic letters “J. K. L.” it is per- 
petrating a libel for which we believe we 
could, if we chose, claim damages. 
hy, then, do we object. to being 
ented at all? Because the J. K. L. 
statement is so absurd that it deceives 
nobody. If on the other hand you state 
our real circulation, and then state that 
of others, really smaller, at anywhere 
from twice to four times as much, it 
puts us at a disadvantage. We do not 
care to make the circulation statement 
you ask for a whole year in detail for 
the sake of getting an exact rating, when 
that rating is worthless, pecause others, 
whether they do so or not, get a rating 
that is enormously exaggerated. And if 
this were not the case, there is no reason 
for our doing it. Our circulation is al- 
most wholly to regular subscribers, we 
do not sell on the “~~ 7 fifty copies 
to transient customers, and therefore the 
number printed does not vary at all ex- 
cept when some special occasion causes 
it to be increased. There were printed 
this morning 1,760 copies. This is the 
minimum; it has not been less than that 
for some months. Yesterday there was 
a ceremony here which called for fifty 
extra copies. Next week the Vassar 
Commencement will take place, and we 
shall probably print about two hundred 
rt day in addition. There will be 
ethers printed for the other schools, and 
then when the special occasion is past 
the number will return to 1,760 until 
something else turns up to increase it 
for a day. A society wedding may add 
Seresteive to a hundred, a Sunday 
echool convention may add a similar 
amount, but our circulation is not one of 
the transient sort. Unless there is some- 
Lege | special going on it does not change 
at all. 

We state this in explanation, but as 
above remarked, we do not care at all 
to have any allusion made to it in the 
Directory, nor in any other publication 
of the sort. Those who want to adver- 
tise in Poughkeepsie want to advertise 
in the leading paper. Whether it has 
more or less subscribers than some paper 
in Newburgh, or Kingston, or Yonkers, 
is a matter of no consequence to them 
whatever. 

Respectfully yours, 
TT Piatt, 
Publishers of the Hagle. 


The Directory catalogues four 
dailies in Poughkeepsie and three 
of the four have the feeling about 
a circulation rating expressed in 
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the letter from Platt & Platt. The 
fourth paper appears to have more 
ambition but does not see its way 
clear to send in a circulation 
statement that will hold water. As 
it is sold for $3 a year, while it 
requires $5 or $6 to secure either 
of the other dailies, it certainly 
ought to issue more copies, 
although its class of readers may 
not be of so high a grade. Seven- 
teen hundred copies of an unsen- 
sational daily, in a town with 25,- 
000 people, is a circulation to be 
proud of and Platt & Platt should 
brace up and let it be known that 
they actually do print so many. It 
will be a surprise to out of town 
advertisers. 





SIMPLY SAYS WHAT HE HAS TO 
SAY. 


_ There is one very successful merchant 
in a southwest Missouri town who each 
ge in the local paper has a new 
talk. It is reproduced just as the pro- © 
prietor says it. He is a man of little 
education so far as books are concerned 
and his language is naturally eccentric. 
This eccentricity is not emphasized, 
neither is it mitigated. There are few 
final a in the advertisement and 
the spelling is peculiar, but the read- 
er recognizes the language of the mer- 
chant which in thirty years of business 
has never misled his customers and they 
rely upon his talks, which are brief and 
pointed, more than they do upon his 
regular advertisement which is prepared 
by a specialist who is a _ recognized 
master of the profession.—Omaha Trade 
Exhibit. 











THE ABOVE IS A PICTURE OF A SIGN- 
BOARD RECENTLY ERECTED NEAR THE 
PENNSYLVANIA’ STATION IN TRENTON, 
NEW JERSEY. IT IS ABOUT THIRTY OR 
THIRTY-FIVE FEET HIGH AND PAINTED IN 
COLORS. A NEW AND NOVEL FEATURE 
ABOUT IT IS THAT A STREAM OF WATER 
RUNS CONTINUALLY FROM THE SELTZER 
SYPHON IN THE MAN’S RIGHT HAND TO 
THE GLASS IN THE LEFT. THE WATER 
ESCAPES UNDISCOVERED FROM THE GLASS 
BY A PIPE IN THE REAR, 
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RELIGIOUS PAPERS. 


A COMPLETE CATALOGUE OF ALL THE RELIGIOUS PAPERS AND PERI- 
ODICALS ISSUED IN THE UNITED STATES AND CANADA AS GIVEN IN 
THE LATEST ISSUE OF THE AMERICAN NEWSPAPER DIRECTORY. 


The list is separated into classes according to the denom- 
inations represented. and at the extremé right of each name is 
set down the circulation rating accorded by the Directory 
editor to each paper. Where the rating is expressed in Arabic 
figures it is based upon a statement signed by the publisher 
or some one duly authorized to represent him. Where ex- 
pressed by letter it indicates that no satisfactory statement of 
the actual issues was obtained by the Directory editor upon 
which a rating in plain figures could be based. The circula- 
tion figures and ratings do not represent the actual issue of 
the paper to-day, or this month, but the average for a full 
year that had wholly passed before the Directory went to 
press. The meanings of the letter ratings are explained by 
the key given at the end of the catalogue. 









ADVENTIST. 

ARKANSAS. ........... Center Ridge, Gospel Trumpet........................ Semi-m’ly “ix.” 

CALIFORNIA.........- Oakland, Messiah’s Advocate............00...se0eseee- Weekly “UK.” 
Oakland, Signs of the Times......... ...........c0e00 Weekly Cc 
San Francisco, Last DayS............ccecccccssesessces Monthly. 

ILLINOIS........++-+0++ Mendota, Our Hope and Life in Christ.... .......... Weekly 3,476 

INDIANA ...... ...+000+ PRPMNOUIR, TRONTNNINBa.nosnc ses cccccesscccccssevccccs Weekly. 

MASSACHUSETTS....Boston, Herald of the Coming One......... .... Weekly ‘1KL." 
Boston, World’s Crisis. ................++0+ ... Weekly @ 
Fitchburg, Present Truths ...............seeesessceees Monthly. 
Springfield, Herald of Life................0-.-ceees eee Weekly I 

MICHIGAN ...... ....++ Battlecreek, Advent Review.....................+ -... Weekly. 
Battlecreek, Youth’s Instructor....................... Weekly. 

NEBRASKA...........- Collegeview, Christlicher Hausfreund............... Weekly. 
Collegeview, Evangeliets Sendebud.................. Weekly. 
Collegeview, Sion’s Vaektare..................cceeeees Weekly. 

SOUTH CAROLINA...Colemans, Present Truth.......................ceeee00- Semi-m’ly “z..’ 

BAPTIST. 

ALABAMA. .........5.0 Athens, Prmitive Messenger................sseeseessss Monthly. 
Birmingham, Baptist............. .-..Monthly 1EL."* 
Greenville, Southeast Baptist.....................e000s Weekly “zx.” 
Sawyerville, Church Reporter ......................5. Monthly KL."* 

ARKANSAS. ............Dermott, Southeastern Baptist....................000+- Weekly KL.” 
Helena, Baptist Reporter... .............ccceecccececes Semi m’ly “ux.” 
Little Rock, Arkansas Baptist ........ ........ssee..0 Weekly @ 
Little Rock, Baptist Advance...................-0.06: Weekly “zx..” 
Little Rock, Baptist Vanguard........................ Weekly “IKL."* 

COLORADO .......-++++ Boulder, Rocky Mountain Baptist.................... Weekly *‘UKL."" 
BS Cs i inincecontedccenccccestcesséessad Bi-weekly. 

_ eas Jacksonville, Florida Searchlight..................... Weekly “um,” 
WR a, TRAN cca ccc ccsseces esi cciccteccvcssccccccces Weekly “URL.” 
Ocala, Florida Baptist Witness....................56.. Weekly I 


Atlanta, Christian Index... ..........0...sesesmeceseers 
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BAPTIST—Continued. 


GEORGIA............... Macon, Baptist Mirror. ................+ dideeatnoteresiis Weekly “gy. 
Macon, South Georgia Messenger.. . 
Wee, PUTIN BN a 6 5 casks cer ccvcces cesevctesces 
Rome, Baptist Banner...............0.sccccessceeeeeeees 
Rome, Cherooke Messenger.. 
ILLINOIS.........+06 ---Cairo, Baptist Truth..........-cecssssecess 
Campbell Hill, Illinois Free Baptist..... 
Chicago, Baptist Union..................- 
Chicago, Nya Wecko Posten........... 
Chicago, Standard........... emess? 
Elgin, Gospel Messenger.,............... 
Manchester, Primitive Missionary. . 









































INDIANA pivetese 

Owensville, Messenger .............cecccccsecessesecees Weekly I 
INDIAN TERRITORY.Ardmore, Baptist Signal................scceceeceeceees “TEL.” 
Colgate, Free Baptist Visitor.. “aL.” 
I 
1 
Fulton, American Baptist Flag.. se F 
Horsecave, Liberty Baptist.......... Weekly 1,050 
Louisville, American Baptist.....................see0- Weekly I 
Louisville, Baptist Argus... ..........c.0.scececceseceees Weekly 6,896 
Louisville, Western Recorder.............. sccseeeeses Weekly H 
Morgantown, Colored Free Baptist Standard........ Weekly “aL.” 
Owensboro, Daviess Co. Baptist...................005 Monthly “sx.” 
LOUISIANA..........- Alexandria, Baptist Chronicle...................s.0.- Weekly 2,398 
Alexandria, Loulsiana Baptist........................- Weekly “TEL.” 
Bunkie, Living Way............ siethiivaedetemiehionsed Semi-m'ly “ix.” 
Opelousas, Baptist Advocate........ ..........-ceceeee Monthly “2x1.” 
MAINE, .....22 .00eeeeeee Portland, Zion’s Advocate, ............60cccecceseeeces Weekly H 
MARYLAND............ Baltimore, Baptist Voice. .....0..sscccsccccccccccsccces Monthly “1x1.” 
MASSACHUSETTS.....Boston, Morning Star (Free)........... s.cccceccceeece Weekly H 
EN EE er. Weekly G 
Boston, Baptist Missionary Magazine................. Monthly 15,470 
P Boston, Home Mission Echoes.................c.ssse08 Monthly “ix..” 
MICHIGAN ..... pvc ncesls SE SE Dies cesecnccsscachccccentccvecs Weekly 4,864 
MINNESOTA.... ...... Minneapolis, Free Baptist. 2,297 
ee BN ics nnciinctidnacswpedneged senses “UKL.” 
MISSISSIPPI......... ..Canton, Mississippi Baptist..................-cceceeees Weekly “iL.” 
Greenville, Baptist Preachers’ Union.,............... Semi-m’ly “1x1.” 

Faces TAB og n0c00 peepeeswgecesesen 

Kosciusko, Preachers’ Safeguard...... 

Lake Como, Gospel Advocate....... .. 


Newton, Mississippi Baptist........ 
Senatobia, Baptist Herald. .......... 
Winona, College News.................+ 
MISSOURL......++.-5--- Huntsville, Baptist Signal.............. 
Kansas City, Word and Way..... 
Marceline, Messenger of Peace.. 
Mexico, Regular Baptist.......... 
St. Louis, Central Baptist............... 
St. Louis, Ford’s Christian Repository 
Sedalia, Harmony Baptist....................... aa "KL." 





NEBRASEA..... 

NEW JERSEY........ Newark, N. J. Baptist Bulletin 5,133 
Paterson, New Jersey Herald................ ccecceses Monthly. 
Plainfield. Sabbath Recorder................ EPboccccs Weekly 2,295 
Plainfield, Sabbath of Christ................seeseeeeee Monthly. 

NEW YORKE...... ..-.. Middletown, Signs of The Times..........+....0++.s0+ Semi-m’ly “1x1.” 
New York—Manhattan and Bronz, 

ta cnrinnsaneckbesccuneconencengvescenpscence Weekly F 


Baptist Home Mission Monthly................... ° @ 








SS A. = 
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BAPTIST—Continued, 

NEW YORK......... .. Rochester, Baptist Monthly... ..........:.sceeeceeeeeee 2,500 

NORTH CAROLINA... Ayden, Free Will Baptist (Free Will). - I 
Durham, Mount Zion Record.......... “1KL-’ 
Fayetteville, North Carolina Baptist. ............ ++». Weekly 4,704 
Goldsboro, Baptist Review “WRL-’ 
Mars Hill, Skyland Baptist .................+++ ++eeeee-Monthly H 
Mecca, Watchman of the Truth......... Sddebeveconces Monthly “zt. 
North Wilkesboro, Blue Ridge Baptist... «+. Weekly "KL" 
Raleigh, Baptist Sentinel...................- +.» Weekly “UBL” 
Raleigh, Biblical Recorder ............sese-ssseeeeeees Weekly 7,635 
Willt t Gospel M ng (Primitive) a Monthly I 
Wilson, Zion’s Landmark.............-0-ssseeseeeeees Semi-m’ly I 

SM ssceschscateqnntacd Cincinnati, Journal and Messenger..............+.+++ Weekly F 
Cleveland, Der Sendbote.........cccccceccssccsseccceces Weekly I 


Cleveland, Der Jugend Herold..............ccsceseeees Monthly “i.” 
New Lebanon, Vindicator... .............-+sseeeees ...-Monthly. 
OKLAHOMA........... Oklahoma, National Bantist Flag ...............+++0+- Weekly T 
BON wodecevssescoce Portland, Pacific Baptist ...........-.000--eseeeceeeees Weekly I 
PENNSYLVANIA...... Philadelphia, Baptist Commonwealth.,............+. Weekly G 
Philadelphia, Young People...... Scbvesoccdseusoceses Weekly 92,729 
Philadelphia, Baptist Superintendent................ Monthly 5,483 
Philadelphia, Baptist Teacher...............+..++0000+ Monthly 67,254 
RHODE ISLAND...... Providence, Missionary Helper (Free).............-++ Monthly a 
SOUTH CAROLINA...Columbia, 8. C. Standard................csseceeeeeeees Weekly “iL” 
Greenville, Baptist Courier. .............sseecseeeesees Weekly I 
Greenwood, S. C, Baptist ...........--seeecceeeeeeeeees Weekly “zi.” 
SOUTH DAKOTA.,.....Sioux Falls, Church and School..............-.see++++ Quarterly “1x.” 





TENNESSEE........... Erwin, Southern Reformer.............+..++seeseeeees Weekly “1EL-" 
Martin, Apostolic Primitive Baptist.................. Weekly I 
Nashville, Baptist and Reflector..................++++ Weekly G 
TEXAS....... Cocceeecces Abilene, Baptist “(kL 
Bonham, Baptist Trumpet... lid Je cpwscenscccscoscbcoossces Weekly “UKL.” 
Dallas, Baptist Standard,..............ccceceeceeeecess Weekly Cc 
Dallas, Texas Baptist and Herald.... Weekly G 
Dallas, Missionary Worker........... o 


Dallas, National Baptist Bulletin.... 
Jacksonville, Baptist Echo........... 


















Kyle, Baptist Missionary............... Monthly sd 
Tyler, Baptist Sword and Shield ..... Weekly I 
ei incccconnpesen Danville, Baptist Union.............-.+.-+ ...-Monthly “gE.” 
Laurel Fork, Messenger of Truth......... .-Monthly “zx.” 
Lexington, Valley Reporter.............+--seeceeeeees Monthly “21.” 
Luray, Zion’s AGVOCALE..........00ceeeeeseeeseeeeeeee Monthly 1,161 
Martinsville, Blue Ridge Baptist......... --Monthly “ue.” 
d, Religi Herald............- .. Weekly @ 
Richmond, Virginia Baptist.......... Weekly “IKL."" 
Richmond, Foreign Mission Journal. .-Monthly 24,186 
Strasburg, Old Paths.................++6+ .-Monthly “ZKL.” 
WEST VIRGINIA...... Huntington, Baptist Banner Weekly I 
WISCONSIN........ ....Elkhorn, Wisconsin Baptist and Record . Monthly “ikKL.’ 
Wauwatosa, Wisconsin Baptist ........... .-Monthly “zK..’ 
NEW B’WICK, CAN..Fredericton, Religious Intelligencer (Free).......... Weekly I 
St. John, Messenger and Visitor.............seseeeeees Weekly H 
Woodstock, Kings Highway “TKL."" 
ONTARIO, CAN........Toronto, Canadian Baptist............-cescceseeeeeeees 5,742 
CHRISTIAN CHURCH. 
CONNECTICUT....... East Hampton, Christian Inquirer.......... ...+... --Monthly. 
FLORIDA ..... Séesboced Ocala, Religious Digest............ Ovesesusevossiccvecs Monthly “zKL.’ 
OHIO........+++ eapeacced Cincinnati, Missionary Intelligencer...............+. Monthly 19,992 


CHURCH OF CHRIST (SCIENTIST). 
COLORADO .........+.. Donver, Christian........... 
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MASSACHUSETTS .... Boston, Christian Science Journal........ coe eves oe-MMonthly. 
MICHIGAN...... ..-Kalamazoo, Higher Thought................ceseeees .. Monthly 1,190 
MISSOURL. . ..-Excelsior Springs, Christian Onion Witness Herald. Weekly “"EKL." 
OKLAHO‘IA........- . Tohee, Industrial Christian................+ «+. seerees Monthly ~zx..’ 
PENNSYLVANIA..... Pittsburg, Worker.............- se odee KL. 
TENNESSEE........... Nashville, Gospel Advocate 

WEST VIRGINIA......Cameron, West Virginia Christian 


CHURCH OF GOD. 















MISSOURI .........+.+ -Stanberry, Bible Advocate...........6.-:seecceeeeeeees Weekly I 
Stanberry, Sabbath School Missionary............... Bi w’ly “URL.” 
NEBRASKA............ Saint Paul, Present TEUem. ....ccccccsccccccccsccececes Monthly. 
PENNSYLVANIA .....Harrisburg, Church Advocate... ..Weekly I 
Cree cicccccedevecasincescccsesesced Monthly “1. 
CONGREGATIONALIST. 
CALIFORNIA.......... i SI, DEED ccdasin bie cstdedsccceceacssescvess Weekly I 
CONNECTICUT........ Hartford, Hartford Seminary Record - Quarterly “1x1. 
errr CHAPRGE MAT. iccécvddsteicvccccsvesecscce ..Weekly D 
Chicago, Mission Studies......... .-.Monthly H 
INDIANA......... .+++eeMichigan City, Der Kirchenbote.... .. Weekly. 
SS Se Oskaloosa, Congregational Iowa@.............+sseese+« Monthly “ux.” 
TEAINE.......ccccccccccce Bangor, The Word and The Work.............+see++++ Monthly H 
MASSACHUSETTS ..,..Boston, Congregationalist Weekly Cc 
RNR TOD over dascsnsigecdssccoscveccceses .-. Weekly 
Boston, Life and Light for Woman............. ..-Monthly. 


Boston, Missionary Herald 


. eras 18,000 
MICHIGAN.............Detroit, Plymouth Weekly 


























soe 4,038 
NEBRASKA... Lincoln, Nebraska Congregational News ..........+. Monthly I 
NEW YORE New York—Manhattan and Bronz, 
American Missionary.............cccsccsecseceeees Monthly. 
Congregational Work. .......0:c.csssscecccssecress Monthly “JK..’ 
Home MisslORary....cccccccccccccccssccccccccccccves Quarterly. 
VERMONT... St. Johnsbury, Vermont Missionary................+. Monthly. 
ONTARIO, CAN ........Toronto, Canadian Congregationalist...............+. Weekly *UKL." 
DISCIPLES OF CHRIST. 
CALIFORNIA.......... San Francisco, Pacific Christian................6. « . Weekly I 
ILLINOIS...... ‘ --Chicago, Christian Century.......ccccscsscccssccveces Weekly a 
INDIANA...... peoneevese Indianapolis, Octographic Review.................++ Weekly. 
Indianapolis, Indiana Christian ................. s+. Monthly “ski.” 
Indianapolis, Junior Builders.......................65 Monthly. 
Indianapolis, Missionary Tidings. . ebsones ...Monthly 14,916 
| ae scaiuinminwred Des Moines, Christian Worker.............. -Monthly 
KENTUKCY............Louisville, Christian Guide.............ssccecceeeeeees Weekly G 
LOUISIANA............Crowley, Louisiana Christian...................0..+05 Semi-m’ly “ik.." 
MASSACHUSETTS... --Boston, New England Messenger..................... Monthly. 
New Bedford, Christian Messenger................... H 
MEIBOORL. ....0000000008 St. Louis, Christian Evangelist c 
St. Louis, Our Young Folks Cc 
ip Sy I cr esccccscccoceccccccccpevesees D 
NEBRASKA. ......+.... Bethany, Christian News .° 
NORTH CAROLINA ..Lagrange, Watch Tower...... 
GP dcovevesecccerccesd Cincinnati, Christian Leader 
Cincinnati, Christian Standard 
PENNSYLVANIA..,.... McKeesport, Church Herald 
McKeesport, Light-House 
BS nestecc dest leriiécdectetctsdwctedexed 
TEXAS.......+ 
CALIFORNIA 24 
TULINOIS........ . Chicago, Our Youth’s Friend...............scseeeesees 
INDIANA..... Indianapolis Friends’ Missionary Advocate...... . Monthly. 
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FRIENDS—Continued. 
NEBRASKA......-....+ Central City, Nebraska Friend.................... «+ ““KL.* 
PENNSYLVANIA...... Philadelphia, American Friend...... bedveededbabinces 5,760 
PR RSeNRER, DEIR... cc cccscccccsccsesccvsvcccesscscee 
Philadelphia, Friends’ Intelligencer. ° 8,623 
Philadelphia, Scattered Seeds................seeeceeee I 
HOLINESS. 
CALIFORNIA..... .....8an Francisco, Triumphs of Faith 
GEORGIA......... ..-Atlanta, Repairer and Holiness Advocate 
ILLINOIS....0...cccerced Chicago, Christian Witness and Advocate of Bible 
Holiness. 
MISSOURL.........+0005 PE, SO in sb didovds odode ticcvescovessereress 
St. Louis, Vanguard e 
OHIO...... onecovsesvoved Cleveland, Christian Harvester...............ce.sse0s Monthly. 
TEAS... .cccccccccoccce Greenville, Texas Holiness Advocate ............++++ Weekly “TKL." 
WEST VIRGINIA......Moundsville, Gospel Trumpet. ...........ssesseeee eee Weekly. 
Moundsville, Evangeliums Posaune................++ Semi-monthly. 
JEWISH. 
ALABAMA .....c0-ccc0e Montgomery, Jewish Chromicle.............seeeseeees Weekly “{KL.” 
CALIFORNIA.......... Los Angeles, B’nai B’rith Messenger. . Semi-m'ly “uk. 
San Francisco, Emanu-El............. Weekly “i..’ 
San Francisco, Hebrew..............+.++0+ .. Weekly "nL." 
San Francisco, Jewish Times and Observer.. .. Weekly “oKL.” 
San Francisco, New Occident.................. ..Monthly I 
ILLINOIS........0.000++ Chicago, Jewish Courter eos Daily "KL." 
Chicago, Chicago Weekly $ ... ws I 
Chicago, Jewish Press............... . Semi-w’ly “zx..” 
Chicago, Flower Garden,............ .. Weekly I 
Chicago, Israclite..........c.cesccccees .. Weekly E 
Chicago, Reform Advocate..... .... Weekly 18,341 
LOUISIANA ....0-cce0e New Orleans, Jewish Ledger............scsceececeeees Weekly “UKE.” 
MARYLAND........... Baltimore, Jewish Comment I 
MICHIGAN...... ...++-Detroit, Jewish American “UKL.” 
MISSOURI..... . -. Saint Louis, Jewish Voice. H 
BEW YORK... cccccccce New York—Manhattan and Bronz, 
Pe ce sivccpqnecevevesccossescceenssesvouneseccocs 31,709 
Jewish Daily News 42,080 
Jewish Gazette F 
Jewish Herald ; coimelepigurineniniih eena iuesedinap den Cc 
Volksadvocat §.......... E 
Jewish Morning Journal Cc 
Jewish Abend Post D 
Jewish Journal “(kL 
Jewish World......... vacvvesecedoccscsedeoesocosoce 
American Hebrew and Jewish Messenger........ Weekly 14,884 
I GIG oviccs cvsccecnciscivinssssececceurd Weekly G 
i oc ititreecnsucssobetagdttsccorsenseened Monthly 11,083 
. Monthly. 
-»-Monthly “zx.” 
..-Monthly 3,666 
Menorah Monthly Magazine..........:..ssessseees 10,970 
Minikes’s Monthly.:........ leiiébees sbeonevets bccces “ERL."* 
Prophetic News and Israel’s Watchman..... -«»-Monthly “ui” 
New York—Brooklyn, 
SE ccccitsnttiedtecspcicerssisieesstenaineeees Weekly “UKL.”" 
Rochester, Jewish Advocate.. ........cccecsescssessses Weekly “{KL."* 
GHEE. ccboscséctes veeed Cincinnati, American Israelite. ...............0..se006 Weekly 28,459 
Cleveland, Jewish Review and Observer ............ Weekly H 
Cleveland, Immanuel’s Witness................. +++e- Monthly 2,000 
Se Bonn docsiindesesescescucscicesesssced “UKL-’ 
PENNSYLVANIA...... Philadelphia, Jewish Exponent...............s0.esees I 
Pittsburg, Jewish Criterion... ...........ssccseeceeeee Ga 
Pittsburg, Volksfreund............csecccceccsecscceess I 
TENNESSEE........... Memphis, Jewish Spectator.........«sssess.- 9,798 











‘ 
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LATTER-DAY SAINTS. 
TOWA.,.....+ sseee+++s--Lamonl, Saints’ Herald ............00ceseeccccceeeceess Weekly 4,433 
FAROE, THONG BGG oi. oc cssesdeniccascvecessscayeccee Weekly G 
Lamon, Autumn Leave’...........cccceesecsscseceeees Monthly I 
MISSOURI...... acéeoge Independence, Zion’s Ensign .............seeeeseeneeee Weekly 4,017 
UTABH..... scessencése . Salt Lake City, Deseret Evening News mgebees Dail 5,468 
Salt Lake City, Deseret NewB J nen ceseeeeees Semi-w'ly 21,840 
Salt Lake City, Bikuber.........ccccosccccccccssccccees Weekly I 
Salt Lake City, Juvenile Instructor................... Semi-m’ly 9,05 
Salt Lake City, Character Builder ...................+ Monthly H 
Salt Lake City, Improvement Era...............s0s0+5 Monthly F 
Salt Lake City, Young Woman’s Journal............ Monthly F 
LUTHERAN. 
ILLINOIS...... bites. cad Chicago, Die Rundschau.. .......0...cee.ceseseseeeesess Weekly E 
Chicago, Lutherischer Kirchenfreund.. ... Bi-weekly I 
CRON TG doco datnvnsdcocccescssccses Monthly 1,000 
Rock Island, Augustana. Weekly 18,317 
Rock Island, Augustana Journal...................... Semi-m’ly 2,083 
IOWA.......... .......-Decorah, Evangelisk Luthersk Kirketidende........ Weekly 8,467 
Barian, Kirkelig Gamer. .......cccccccvces soccce vove Sundays “iKL.” 
OO ee Topeka, Memorial Chimes.... Monthly “1x1.” 
MINNESOTA........... Atwater, Kinamissionzren... .. Semi-m’ly “iKL.’ 
Minneapolis, Lutheraneren........... neoeecegehanesooe Weekly 12,453 
Minneapolis, Kirkelig Samler.................ecsseees Tri-m’ly = “‘1kL.’ 
New Ulm, Lutherische Schul-Zeitung ...Bi-m’thly “uKk..” 
MISSOURL............+- St. Louis, Der Lutheraner..............scescesscereees Bi-weekly. 
St. Louis, Evangelisch-Lutherisches Schublatt...... Monthly. 
St. Louis, Lehre und Wehre......... Seva cesdwninssoese Monthly. 
St. Louis, Theological Quarterly..................ss0« 
NEW YORE...... brecees Hartwick Seminary, Hartwick Seminary Monthly.. 1,000 
New York—Manhattan and Bronz, 
Luther League Review..............scscesceseeeees “Monthly G 
ess cdc ctivue oee-++ees-Columbus, Lutheran Standard.. 
Columbus, Lutherische Kirchenzeitung 
Dayton, Lutheran Evangelist.................... Me G 
Springfield, Lutheran World........ ..........0:ee00+ H 


PENNSYLVANIA......Allentown, Der Jugend-Freund 


SOUTH CAROLINA...Newberry, Lutheran Visitor 





WISCONSIN... 


MANITOBA, CAN...... Winnipeg, Sameiningin 





Elizabethville, Lutheran ......... -Monthly “u1.” 
Gettysburg, Lutheran Quarterly. “URL.” 
Greenville, Lutheran World..... Weekly H 


Greenville, Home Missionary....;. 
Greenville, Mansfield Lutheran......... 












Greenville, St. Marks’ Young Lutheran .............. Monthly “JKL.’ 
Greenville, Vandalia Young Lutheran............... Monthly. 
Greenville, Young Lutheran..... ............... ....Monthly 21,716 
Philadelphia, Lutheran............. Weekly G 
Philadelphia, Lutheran Observer....... .. Weekly F 
Philadelphia, Augsburg 8. 8. Teacher.......... -Monthly F 
Philadelphia, Der Diakomssen Freund Monthly. 
Philadelphia, Der Missionsbote......................++ Monthly. 
Philadelphia, Lutheran Missionary Journal ° 

Pittsburg, Lutheran Witness ....................00005 


Reading, Lutherischer Kirchenblatt................. 
York, Teachers’ Journal............... 


Brenham, Lutherischer Gemeindebote Fuer Texas..Bi-weekly 1, 


...Newmarket, Our Church Paper...... 
. Seattle, Der Lutherische Pionier 





INDIANA........ deccsee Berne, Christlicher Bundesbote.................++0++ Weekly 2,861 


Berne, Mennonite...............c0scceeeees vbicccked Weekly 859 
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MENNONITE—Continued. 
INDIANA .........000+0 Elkhart, Mennonitische Rundschau.................. Weekly 
ee Hillsboro, Gemeindeblatt und Waisenheim.........Monthly. 
OKLAHOMA.... --Medford, Zions-Bote............ccsececceccesseeees ... Weekly 
ONTARIO, CAN. be -00eed Berlin, Gospel Banner. ............+scceescceecceeeseess Weekly 
METHODIST. 
ALABAMA, .....-..00008 Birmingham, Ala. Christian Advocate (South)..... Weekly 
Ozark, Methodist Protestant Telephone............. Semi-m’ly 
Selma, Southern Christian Age........... .«...+.+++ Monthly 
ARKANSAS..........+. Argenta, Voice of the Twentieth Century............ Weekly 
Little Rock, Arkansas Methodist (South).. ‘ 
CALIFORNIA.......... San Francisco, California Christian Advocate.......Weekly 
San Francisco, Pacific Methodist Advocate Weekly 
San Francisco, Vestra Sandebudet.............. ...-Monthly 
FLORIDA ......02.-0006 Gainesville, Florida Christian Advocate. Boiticne ...Weekly 
Orlando, Florida Christian Recorder............ ... Weekly 
GRORGEA, ccncacpe coves Atlanta, Southern Christian Recorder........ .. Weekly 
Atlanta, Wesleyan Christian Advocate...... .-. Weekly 
TLLINOIS.....ccccces-c00 i, BE a ctscnccctdcccsnccccicvececces Weekly 
Chicago, Den Christelige Talsmand.................. Weekly 
Chicago, Epworth Herald. 
Chicago, Free Methodiat............ccccseveseccecsccees 
Chicago, Krestansky Poel... ....cccccceccesccesccccess Weekly 
Chicago, Northwestern Christian Advocate..........Weekly 
Chicago, Sandebudet,..........ccesseessseeeeseeess .. Weekly 
Chicago, Deaconess Advocate... .-Monthly 
Chicago, Missionary Tidings......... .«-Monthly 
INDIAN TERR........ -Ardmore, Western Christian Advocate. .- Weekly 
Pe titadeimincadegsscies K .--Monthly 
...Monthly 
KENTUCKY............ Covington, Ethiopian Christian Advocate .-.Semi-m’ly 
ietaiinnteaemandine esate Weekly 
inadiant det amidpteowed Weekly 
LOUISIANA ...........New Orleans, Christian Advocate (South)........... Weekly 
New Orleans, Southwestern Christian Advocate....Weekly 
MARYLAND..........- Baltimore, Methodist ...........sccccceecceeececeeeeces Weekly 
Baltimore, Methodist Protestant. . ——— 
Baltimore, Gospel in All Lands........ -Monthly 
Easton, Peninsula Methodist..............-eecceseeee Weekly 
Trappe, Church News, ..........-sscccssecseceeeeceseee Monthly 
MaSSACHUSETTS.. ...Boston, Zion's Herald...............ceeseceesseees ... Weekly 
Boston, Woman's Missionary Friend heccoeseses -Monthly 
Fall River, Primitive Methodist Journal...... .--Monthly 
Detroit, Michigan Christian Advocate,.......... ... Weekly 
...Minneapolis, Midland Christian Advocate. -.- Weekly 
Minneapolis, Conference Examiner .................+ Monthly 
MISSOURI....... evevece Kansas City, Central Christian Advocate.............Weekly 
Macon, Western Christian Recorder................. Weekly 
St. Louis, Christian Advocate (South)................ Weekly 
St. Louis, Am. Illustrated Methodist M RRO....000 Monthly 
MONTANA..... pecvensd Helena, Montana Christian Advocate ...............++ Monthly 
NEW JERSEY.......... Camden, New Jersey Methodist ................++0+++ Weekly 
New Brunswick, Pitman Herald...................++« Monthly 
NEW YORK............ Buffalo, Christian Uplook ...........+sss-+seeseeeeees Weekly 
New York—Manhattan and Bronz, 
Christian Advocate...............+++ decieuncocecces Weekly 
CRRMMIBNID is occ osicccdccccccessccccncecsccccoscccccese Weekly 
CHIARA GF 00.00.00 ciccedivcscccoccccsccecccesccccce Monthly 
° Sunday School Journal. ................0+sseeeseeee Monthly 
Voice Of Missions. ............scccceeesseecscesseeees Monthly 
Woman's Home Missions.................-+ssee006 Monthly 
World-Wide Missions ..............cccccececsceeeee Monthly 
Methodist Review. ..........c0.csccsscccecccccceres Bi-monthly 


oJ 
g 


17,662 
“ax.” 


“TEL.” 
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METHOD IST—Continued. 
NEW YORE............ New York—Manhattan and Bronz. 







































Bible Student Home Department Quarteriy.. Cc 
Senior Berean Lesson Quarterly A 
Phoenicia, Kingston District News...... 2,816 
Syracuse, Northern Christian Advocate............. Weekly @ 
Syracuse, Wesleyan Methodist 4,300 
NORTH CAROLINA ..Charlotte, Star of Zion . I 
Greensboro, North Carolina Christian Advocate....Weekly I 
Greensboro, Our Church Reoord...............++5 «++ Weekly “7KE." 
Greensboro, Woman's Missionary Record........... Monthly I 
Raleigh, Christian Advocate.................cccceeeses G 
WENO cccek cccccccvcscees Cincinnati, Der Christliche Apologete... F 
Cincinnati, Western Christian Advocate F 
Cincinnati, Haus Und Herd.........ccccccccccccccsccces Monthly H 
Cincinnati, Christian Educator......... . Bi-m’hly = “1K1." 
Columbus, Midland Methodist............ ..Monthly H 
Hamilton, Methodist...............6.000eee0s -eeeseMonthly “ux.” 
OKLAHOMA............Kremlin, Kansas Conference Reporter............ ...Momthly “su.” 
OREGON................Portland, Pacific Christian Advocate .....+.......... Weekly H 
Portland, Vidnesbyrdet ............0seccceees .. Weekly “IK ** 
PENNSYLVANIA......Harrisburg, Pennsylvania Methodist. ... .. Weekly H 
Philadelphia, Christian Recorder ( African) .. .. Weekly H 
Philadelphia, Methodist .................00-s005 ... Weekly a 
Philadelphia, Wesleyan Herald................. .. Weekly “EKL." 
Philadelphia, A. M. E. Church Review......... ..- Quarterly 
Philadelphia, Christianity in Earnest............... Quarterly 
Pittsburg, Christian Advocate ................+0.0055 Weekly 27,513 
Pittsburg, Methcdist Recorder (Protestant). ... Weekly ey 
York, Ziou MiIssiOMary Beer... ccccccsccccccciccccce Monthly “qu.” 
SOUTH CAROLINA... Abbeville Court House, Christians’ Quiver........... Semi-m’ly “1K.” 
Spartanburg, Southern Christian Advocate. .. Weekly G 
TENNESSEE.... .......Jackson, Christian Index.............ccccscccssevecess Weekly *UKL.’ 
Knoxville, Holston Christian Advocate............. Weekly 3,558 
Knoxville, Methodist Advocate Journal.... Weekly I 
Nashville, Children’s Visitor................. .. Sunday “UKL."" 
Nashville, Christian Advocate (South)....... ... Weekly 14,241 
Nashville, Epworth Era (South)....................55 Weekly 8,638 
Nashville, Midland Methodist (South)................ Weekly G 
* Nashville, Zion’s Outlook (South)..............-0ee.0+ Weekly G 
Nashville, Review of Missions (South)............... Monthly E 
Nashville, Sunday School Magazine (South).......... Monthly 46,683 
Nashville, Woman’s Missionary Advocate .-Monthly. 
BEAD wc cccccccccecs ...Dallas, Texas Christian Advocate (South)............ Weekly G 
TRG, TRUE W MNO. 5 0.0 ebcvecterecsisocccveccccess Monthly H 
VIRGINIA...... Pooeeecs Blackstone, Southern Methodist Recorder .- Weekly H 
Danville, Methodist.............cccccsccsecsecccccscees H 
Richmond, Christian Advocate (South).............. H 
WASHINGTON........ South Bend, Little Methodist 4 , 
WEST VIRGINIA..... Buckhannon, Methodist Episcopal Times............ 
Harrisville, W. Va. Protestant... ...........0.cseeeeeee 
Keenan, Virginia Methodist...............-0.ceeeceeee 
Sutton, W. Va. Christian Advocate..................+. 
WISCONSIN ........... Oshkosh, Wisconsin Christian Advocate.... 
Waupaca, Wisconsin Epworthlian..............:..... 
NOVA SCOTIA, CAN.. Halifax, Wesleyan............scccsccecseccccecseescesece 
ONTARIO, CAN....... Toronto, Christian Guardian...............scesseeeees 
DOPSRR, GRATE cecccscsrceseveceecesescscesccececesces 
Toronto, Pleasant Hours...............cceeceececeeeeee 
Toronto, Canadian Epworth Era...................+- Monthly 6,004 
Toronto, Methodist Magazine and Review............ Monthly H 
Toronto, Missionary Outlook.............0.++:- Scoscoe Monthly 3,054 
Toronto, Sunday School Banner............-..++0se006 Monthly 17,596 


MORAVIAN. 
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CALIFORNIA ......... San Francisco, NOW.........+sseeeseesseee pesececeess -Monthly “gun.” 
COLORADO..........++ Roswell, Pathfinder. ..........cscecccsseceeccseeees eoee "KL." 
FLORIDA......-+05--05+ Seabreeze, Freedom 8,000 
TIZAINOIB.....ccccvccced Chicago, New Thought Magazine... 29,239 
MASSACHUSETTS....Holyoke, Nautilus.............ccccseceeeees aeesesossted “UKL."” 
OCCULTISM AND THEOSOPHY. 
SES AWOEE... coccocecceves Chicago, Planets and People “1KL."* 
Chicago, Star of the Magl...............sccccceeseesees G ” 
MASSACHUSETTS.. ..Boston, Theosophical News... 4 ” 
Boston, Occultism...........seeeesees 
DSSOOR, GEREN ccc ccesscsccccccccesccosccvcccccs oveccess 
NEW YORK............ New York—Manhattan and Bronz, 
PR OTN co catescncss pdcdonscabercososnscccoseces Monthly “KL.” 
ED .ccotdbseceberesoos Toledo, Psychic and Occult Views and Reviews..... Monthly “1.’ 
PRESBYTERIAN. 
ALABAMA....... © sesee Birmingham, Christian Companion 
GEORGIA...............-Atlanta, Presbyterian 
betes ts.sseser CA i abch Faecncorsesencesins 
Chicago, Midland (United).. 
DEL esovcccoccesoud Indianapolis, Winonian................ 
DPW Me ccccccccocs peaeéed Dubuque, Der Presbyterianer......... 
Dubuque, Our German Work....... .. 
Oskaloosa, Iowa Presbyterian............... 
KENTUCKY............ Franklin, Woman’s Work (Cumberland)............ Monthly I 
Louisville, Christian Observer......................+. Weekly 18,094 
TOUMEABA.. ...<cccsee New Orleans, Southwestern Presbyterian........... Weekly “UKL."* 
MASSACHUSETTS....Lynn, Presbyterian Herald of New England........ Monthly 1,750 
MICHIGAN .........+++ Detroit, Michigan Presbyterian...................0.+++ Weekly 
MINNESOTA .......... Minneapolis, Reformed Presbyterian Advocate (Re- 
I cenordtcanes setbcarisnceresecced Semi-m’ly I 
ns covevevcccce Independence, Assembly News (Cumberland)....... Monthly I 
St. Louis, Cumberland Presbyterian.................. Weekly H 
St. Louis, Missionary Record (Cumberland).......... Monthly F 
NEW YOREK............ New York—Manhattan and Bronz, 
Christian Nation (Scotch)..... eeseteconecsoecoscces Weekly I 
F 
SE NE Dic ecscccccccsssseccciesecs -Monthly I 
Woman's Work for Woman..................ss00+ D 
Ie Gi cGinthetidecaccoeseccecorscesss J&L." 
NORTH CAROLINA...Charlotte, Africo-American Presbyterian ikKL."" 
Charlotte, Presbyterian Standard.................... H 
ee Cincinnati, Herald and Presbyter........ ............ E 
Xenia, Woman’s Missionary Magazine ( United)..... Monthly G 
PENNSYLVANIA...... Philadelphia, Christian Instructor ( United). Weekly 4,600 
Philadelphia, Forward............cccccseeses «vee ...Weekly 195,868 
Philadelphia, Presbyterian.................... --.. Weekly F 
Philadelphia, Presbyterian Journal.......... . Weekly G 
Philadelphia, Assembly Herald............... -Monthly Cc 
Philadeiphia, Westminster Teacher.................. Monthly 69,493 
Philadelphia, Presbyterian and Reformed Review. .Quarterly I 
Pittsburg, Christian Union Herald ( United)......... Weekly E 
Pittsburg, Presbyterian Banner. .... Weekly z 
Pittsburg, United Presbyterian....................... Weekly 14,000 
Pittsburg, Bible Teacher ( United).................... Monthly H 
SOUTH CAROLINA...Clinton, Southern Presbyterian..................ss00s Weekly I 
Sa a celtctidwicen enespinnens<te cesses H 
Due West, Associate Reformed Presbytcrian........ Weekly I 
TENNESSEE........... Fayetteville, Colored Cumberland Presbyterian. ...Weekly ‘UK.’ 
Nashville, Cumberland Presbyterian................. Weekly E 
RS ED hvac cede crreciddetogacencteeesesss Monthly 12,762 
TEXAS..... govecoceccces Dallas, Lone Star and Texas Presbyterian............ Weekly “wk.” 
Fort Worth, Texas Church Helper (Cumberland )...Weekly I 
VIRGINGA.....06...cceve Richmond, Central Presbyterian........ iniemiedebbes Weekly @ 
NOVA SCOTIA, CAN..Halifax, Presbyterian Witness........................ Weekly xz 
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PRESBYTERIA N—Continued. 
ONTARIO, CAN...... ..Chesley, Associate Presbyterian Magazine 
Toronto, Presbyterian...............ss6.s0+ 
QUEBEC, CAN..........Montreal, Presbyterian College Journal 


PROTESTANT EPISCOPAL. 
ALABAMA...... eoceocee Montgomery, Church Record............+sseccecsseees Monthly 
CALIFORNIA.......... Los Angeles, Church Messenger.... vdieo -Monthly 
San Francisco, Pacific Churchman.............. .Semi-m'ly 
San Francisco, Catholic Witness..... Geveve.ccce 
COLORADO..........++ Denver, Western Churchman....... 
DELAWARE.......... Middletown, Delaware Churchman. 


















DIST. OF COLUMBIA. Washington, Church Militant........ Pececcccsere .-Monthly 
FLORIDA ........00000 Jacksonville, Church Register. .-.-Monthly 
GEORGIA.............+ Atlanta, Church in Georgia.......... Monthly 
PII ccccccccoccee Greenville, Diocese of Springfield. . Monthly 
TEATIAE, .ccccccccsscces Topeka, Kansas Churchman........ Monthly 
KENTUCKY............Louisville, Bishop’s Letter.......... Monthly 
MAINE..... mesaekes ewer NE I 0s dada nchbddisectenessacontossesee Monthly 
MARYLAND........... Baltimore, Maryland Churchman.................<+++ Monthly 

Salisbury, Easton Churchman................sseese0« Monthly 
MASSACHUSETTS. ...Boston, Church Milltant..............sseeeseeees ...- Monthly 

RE SPOUT 6 se ciicccevnccccdesscspe csecesece -Monthly 

Boston, My Neighbour..................++5 os -eeeese- Monthly 


Fall River, Churchman .............sesseeessee0+ -Monthly 





MICHIGAN ............Detroit, Churohman............sccssssscceeseeees 
MISSOURL..............8¢. Joseph, Diocesan Messenger.............+sesesseeee Monthly 
NEBRASKA..........++ Tekamah, Crozief..............sss-se0s ilavloaia hve cebabi Monthly 
NEW JERSEY......... Camden, Girls’ Friendly Magazine...............+.++. Monthly 
NEW YORK........... POs COED WO UIIES since cccadesSee’ codcbidies vcccccd Semi-m’ly 
New York—Manhattan and Bronz, 
cn ccns nnqoucttbcos cecssecesdénscesoveeses 


Parish Visitor ... 



















Silver Cross........ 
Spirit of Missions. 
MD rugsdiacnsppesesserecrsteeessgnch panthassevcces 
Teachers’ Assistant 
Syracuse, Gospel Messenger..............00..0seeeeeeee Monthly 
NORTH CAROLINA..Charlotte, Messenger of Hope................:..seeeeee Monthly 
BE GP vce sevsssacivegvecvepcersecesosd Semi-m'ly 
Ee ree Cincinnati, Church Chronicle.............0.......ss00+ Monthly 
CROVSIRNG, CHUIGR TANG. occ cccessesicvscvscvececccoces Monthly 
OKLAHOMA....... .-..Guthrie, Oklahoma Churchman...................006+ Monthly 
PENNSYLVANIA......Darby, District Sentinel........ pandas | sevsdivsdecceds Monthly. 
Philadelphia, Church Standard.....................05 Weekly 
Philadelphia, American Church 8. 8S. Magazine Monthly 
Pittsburg, Church News............. Monthly 
Pittsburg, St. Andrew’s Cross... ..-Monthly 
SOUTH CAROLINA...Newberry, Diocese. ...............ceeesseeeeee ...Monthly 
VIRGINIA.,..... Pr --Richmond, Southern Churchman............. ... Weekly 
Theological Seminary, P. E. Review.......... ...-Monthly 
WASHINGTON. ...... Seattle, Churchman. .............sseeeseeeees ... Monthly 
Spokane, Churchman ............-6++ seeeees ..-Monthly 
WISCONSIN ...........Milwaukee, Living Church... Jeguceedvenseess Weekly 
Milwaukee, Young Churchman.................0.s++++ Sundays. 
NOVIA SCOTIA, CAN.Halifax Church Work (Anglican)............. .--Monthly 
ONTARIO, CAN....... -Toronto, Canadian Churchman (Anglican).. .. Weekly 
Toronto, Sentinel and Orange Advocate..... .... Weekly 
Toronto, Church Record (Anglican).......... .-Bi-w'ly 


Toronto, Algoma Missionary News ...-Monthly 
Toronto, Canadian Church Magazine ( Anglican)....Monthly 
QUEBEC, CAN... .....Quebec, Diocesan Gazette (Anglican).............+++ Monthly 









mm 84 ome 


1,500 
8,477 


“sKL." 
1,000 
“KL” 


8,455 
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REFORMED CHURCH. 





NEW YORK............ New York—Manhattan and Bronz, 
Christian Intelligencer ...............cce.e.eeeeees 
BINED Pet encestrngocnenticcsenavebiseredberccees 
BEBO... ccccccesecescccce Alliance, Woman’s Journal.............6...0+esee-000- 
Cleveland, Kirchenzeitung....... - 
Dayton, Christian. World.........ccscccossecccesccesees 
PENNSYLVANSIA......Lancaster, Reformed Church Review............ .... 
Philadelphia, Reformed Church Messenger 
Reading, Reformed Church Record ..............-..- 
Reading, Der Reformirte Hausfreund................ 








REFORMED EPISCOPAL. 


ILLINOIS...... Jeeeocess Chicago, Evangelical Episcopalian.................... Monthly ‘1KL.” 
PENNSYLVANIA......Philadelphia, Episcopal Recorder.................... Weekly I 


ROMAN CATHOLIC, 










CALIFORNIA.......... Los Angeles, Tidings... .........cccecescececveeccececees Weekly 1,867 
Oakland, Institute Journal. H 
San Francisco, Momitor ..............c0ccecceesceeeseee Cc 
San Francisco, Dominicana. I 
COLORADO..........++ Colorado Springs, Catholic Ne UKL.” 
DU VSE, CRD 0 00:0 <n09: 0900 9060904066 opoccsscedeoccces “SKL.”" 
CONNECTICUT........ Hartford, Catholic Transcript Cc 
DIST. OF COLUMBIA... Washington, New Century - H 
Washington, Catholic University Bulletin........... Quarterly I 
ILLINOIS.....00...2..0+ Blue Island, Woman’s Catholic Forester Monthly “11.” 


GRR, TENG B ia ve cv evwcissccecepcccstnctecces -se .~-Daily 
Chicago, Jednota .. .. Semi-w’ly “1K..” 

















Chicago, Katolik......... seeue ... Semi-w'ly H 
Chicago, Catholic Pilot ...... .... Weekly I 
Chicago, Gazeta Katolicka Weekly I 
Chicago, Katholischer Sonntagsblatt ................ Weekly “eKL."* 
Chicago, Katholisches Wochenblatt............. ... Weekly I 
Chicago, New World F 
Se av ascpncccccorencscsssbesscoccccees Weekly 1 
I III, 6. cnceccbvtewedecdscdivvosivccvcceces Weekly “JEL.” 
CRB CRD, TE a cv0c cedvccr ciesessiccncitocciocece.ces Weekly H 
Chicago, Western Catholic..... Weekly F 
Chicago, Sierota .............. . Semi-m'ly “z«..’ 
Chicago, Angelus.............. . - Monthly 1,083 
Chicago, Catholic Truth... .........ccesseee000 .-Monthly “1K.” 
Evanston, Katholischer Jugend Freund..... .. Weekly “TKL." 
La Salle, Tygodnik Katolicki.............. .. Weekly 1,156 
Quincy, Western Catholic..................... .. Weekly “KL.” 
Rochelle, Catholic Magazine................. .-Monthly “JKL.” 
Shermerville, Amerikanischer Missionsblatt. ..-Monthly 4,°83 
INDIANA. ...ccccccccces Indianapolis, Die Glocke......................+5 .. Weekly “KL.” 
I TRIN, Be ine bg 0 ako cdespeccccdscccccece Weekly 25,976 
Saint Meinrad, Paradieses Fruechte................. Monthly “uk..” 
BOW An... occiseavee quveved Cc de, Katholischer Waetcher ............ .. Weekly 2,000 












Davenport, Iowa Catholic Messenger 
Des Moines, Western World.,.... 
Dubuque, Catholic Tribune....... 
Dubuque, Katholischer Westen. 







Dubuque, Luxemburger Gazette.... Weekly I 
Sioux City, Northwestern Catholic ... a H 
BAMMAB uy. cécicoyecees< -Wichita, Catholic Advance.............. «eeeeeee Weekly H 
KENTUCKY... ... Louisville, Katholischer Glaubensbote Weekly I 
LOUISIANA............ New Orleans, Morning Star................0.cseeessees Weekly “JKL." 
MARYLAND........... Baltimore, Catholic Mirror. .............+000sceeeeeeees Weekly F 
BabsiensSO, GHAI. < ise 000058585 cs ccee cpccevesoesencces Weekly “1KL."" 
Baltimore, Katholische Volks-Zeitung ............... Weekly I 
Baltimore, Catholic Monthly................sceseseees "KL." 


Baltimore, Mission Helper of the Sacred Heart...... Quarterly I 
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ORR i avi cn consdcnssévecedeciconscncénetebacce Weekly 
BEBO RR, PRs os. nce cnrcicdccdcecccccvtccese cooceccs 

Boston, Sacred Heart Review.... 
Boston, Columbiad............ eee 
Boston, Donahoe’s Magazine ................ceseeecere 

Boston, Father Mathew Herald.... ..-Monthly 
Fall River, Catholic Advocate..... ... Weekly 
Lawrence, Sunday Register......... . .. Weekly 
New Bedford, Catholic Union..... eee 
Springfield, Tribune.............. : ... Weekly 
WeRRRRtGR, TRSRIONIGR ee cccccvccccseccedecccccccecccces 








MICHIGAN ............ Weta, AMG ccscicecsceccccccccccsccvcccccccccscced 


MINNESOTA........... St. Paul, Der Wanderer............ 


ee Kansas City, Catholic Register. 


Detroit, Die Stimme der Wahrheit we 
Detroit, Michigan Catholic ............6..cscseecsevees 
Detwols, Wie oc csiccccsesccsss ccccccccsscccccccccces 









St. Paul, Northwestern Chronicle 
WGI, Fre icvavesccccosveses 


Kansas City, Question Box...............ssseees ...Monthly 
St. Joseph, Catholic Tribune................... ... Weekly 
St. Louis, Church Progress and Catholic World .....Weekly 
St. Louis, Der Herold des Glaubens..................++ Weekly 
I Giclincd line S6culccs cess tcécescccvacecccese 

SE TE EE vnccccvcctes ses cccctseseccvcccccccescs 

St. Louis, Western Watchman...... 


| ree Butte, Montana Catholic............. 


NEW HAMPSHIRE....Manchester, Emerald.. 


NEW JERSEY........ 










Manchester, Guldon........sccccccscccccccssecsecce ...-Monthly 





.Elizabeth, Catholic Messenger...............0++ ...-Monthly 











NEW MEXICO.........Las Vegas, Revista Catolica...............s0 . Sundays 
NEW YORKE............ Albany, Vatican and Catholic Star............ -.. Weekly 
Buffalo, Aurora und Christliche Woche......... ... Weekly 
Buffalo, Catholic Union and Times.................... Weekly 
New York—Manhattan and Bronz, 
RIN TINE See sos bs sic ccccescscéccocccccesee Weekly 
I Sis ee dadecdcvecctiscccedecteccoceccese Weekly 
DUCTS SONI. 6 ciivedcvccccccccesecsecccccccess Weekly 
ED ie ieese ves tesicceccccsntdceecee .. Weekly 
Sunday Democrat..............ssseeeeceees ... Weekly 
Sunday Union and Catholic Times....... . Sundays 
American Ecclesiastical Review......... . Monthly 
Benziger’s Magazine............ssssescecsees .-Monthly 
CE Frcs ccccccssccdcccsecscsscocccccscscecs Monthly 
SO FEE evs cc ccctscescesccccscscncececce 
ISO Bive vc ivesescosces ..-Monthly 
PE Ravescadvoscccoos oon ..-Monthly 
IIL, cccticnscceeteeestecrswesseneetoc Monthly 
New York—Brooklyn, 
SE SEE ME ncnwkinnncéivantccsecedbesesonss 
Record of the C. B. L......... 


Rochester, Catholic Journal 
Syracuse, Catholic Sun............. 








Watertown, Annals of Our Lady of the Sacred Heart.Monthly 
Yonkers, Home Journal and News..................+. Weekly 
WORTH CAROLINA... .Raleigh, TIUth.....ccccsccccccccccesccccssccccoses «++ee+-Monthly 
ME detarcesccovevees *..Cincinnati, Catholic Telegraph.....................005 Weekly 
Cincinnati, Wahrheitsfreund ....... .. Weekly 
Cincinnati, C. K. of A. Journal........ .-Monthly 
Cincinnati, Der Sendbote..................... ..-Monthly. 
Cleveland, Catholic Universe................... .. Weekly 
Columbus, Catholic Columbian................ .. Weekly 
Columbus, Ohio Waisenfreund................. .. Weekly 
Dayton, Young Catholic Messenger............ ...Semi-m'ly 





Somerset, Rosary Magazine..................seeeeeeee Monthly 
Zanesville, Catholic Home Companion............. -Monthly. 





1:Qmis 


51,351 


“KL.” 
"WKL."* 


mom 


toe ot OO 


21,048 


24,416 
10,000 
5,000 
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OREGON.. ...........+.Mount Angel, St, Joseph Blatt........... Sowdstboevous Weekly G 
Mount Angel, Der Armen Seelen Freund.. .-Monthly G 
Portland, Catholic Sentinel................sseeeeeeeees I 
PENNSYLVANIA...... Philadelphia, Catholic Standard and Times......... E 
Philadelphia, Nord Amerika.................... I 
Philadelphia, Young Folks’ Catholic Weekly 16,781 
Philadelphia, Am. Catholic Historical Researches..Quarterly ‘ix.’ 
Philadelphia, Am. Catholic Quarterly Review....... 2,000 
PE, Give nits cv cetscccivicboiwedicceceocens Weekly F 
PER GRIER cieen inde vn povtcatccsecctcdisdccones Weekly F 
Pittsburg, Wielkopolanin................... ...Weekly “UKL.”" 
Pasteaee, GS. TE. TE. HOWE covedcvcscscccscccss ..Monthly G 
Scranton, Catholic Light. ............-+ceeeseees ..Weekly I 
RHODE ISLAND ...... Providence, Visitor..............++sss0se0: ... Weekly “KL.” 
TENNESSEE........... Memphis, Catholic Journal.............++++ .. Weekly I 
TEXAS......... igebsced Hallettsville, Novy Domov .............+++- .-Weekly “UL” 
San Antonio, Katholische Rundschau....... ...Weekly I 
San Antonio, La Fe Catolica...............+++ ... Weekly “URL.” 
San Antonio, Southern Messenger........... .. Weekly 4,975 
a Salt Lake City, Inter- Moqutate Cuthaite } Seeeses . «Weekly “TKL." 
Salt Lake City,Sunday Catholic $........... Sundays “ikKL.’ 
VIRGINIA .........0....- MISMO, COSRBEES VERRIER... ococcccsccccscccccossoces Weekly {KL 
WASHINGTON........ Seattle, Catholic Progress............ccesccccecceesees Weekly 1,641 
WEST VIRGINIA......Wheeling, Church Calendar of West Virginia........ Monthly I 
WISCONSIN ...........Chippewa Falls, Catholic Sentinel..................++ Weekly “{KL."* 
De Pe BG Fei inn 8 ski 5a cosas sp iticdnehs cde I 
De Pam DOSS BIG i ons bikes cdcicccsvcbovtcssscs I 
De Gs ocd ei dc ccc cccccbcasqsdivedspvesecosts 1,494 
Rae, Finns coc cc cccccccccscesccesasiseenes I 
I Fe Iv crccticednconspvetanescensncese "KL." 
Milwaukee, Catholic Citizen. BK 
i anindwe ce envniscstsocsosceetssoses 6,904 
Be evianes, TRRGIRIING, 6cs occ cscevcccctvcnsssveeves cose 6,592 
Milwaukee, Catholic Forester..............cseeeseees Monthly I 
Milwaukee, Catholic School Journal................. Monthly Ga 
Milwaukee, Our Young People......................+. Monthly F 
MANITOBA, CAN...... Winnipeg, Northwest Revieow......... .....sseceee0s Weekly “JKL.” 
BREW BW WICK, CAN ...86. FORM, MOBS... cccccvcssvevcescsccccescescsssocecs Weekly “UKL-"" 
NOVA SCOTIA, CAN..Antigonish, Casket...............ccseceeescceceesceeees Weekly “ski.” 
ONTARIO, CAN........ Kingston, Canadian Freeman................ssesee00+ Weekly I 
London, Catholic Recond.......ccccccccovccccccscccces Weekly G 
Niagara Falls, Carmelite Review...... --Monthly “ue.” 
Ottawa, United Canada................... .. Weekly “TKL.” 
Toronto, Catholic Register.................-0505 .. Weekly 5,065 
QUEBEC, CAN......... Montreal, La Semaine Religieuse De Montreal...... Weekly “{KL.” 
IE, TW WE ccc ctsccaccscccccceccescsccce Weekly I 
Montreal, Revue du Tiers-Ordre et de la Terre 
BNE. cscscccccsccosecocsscnsee ..-Monthly H 
Quebec, La Semaine Religieuse De Quebec.......... Weekly “UKL."" 
Quebec, L’'Enseignement Primaire................... Mpnthly G 
ANTI-ROMAN CATHOLIC, 
MASSACHUSETTS ....Boston, American Citizen..............026 ceeeeeeeees Weekly H 
NEW YOREK............ New York—Manhattan and Bronze, 
Converted Catholic..........-«+ ©. cevescccceotoccece Monthly G 
New York—Brooklyn, 
Primitive Catholic...........0.c.ssccccrerccscscesees Semi-m’ly. 


SALVATION ARMY. 
NEW YOREK............ New York—Manhattan and Bronz, 


Young Soldier... 
ONTARIO, CAN, ..... Toronto, War Cry 
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SPIRITUALIST. 
OALIFORNIA..... ....-San Francisco, Philosophical Journal................ Weekly 1,500 
San Francisco, Mystic and Medium.................. ‘Monthly “ix.” 
ibDeatccce ...-Chicago, Progressive Thinker. 
.-Lawrence, Occult Truth-Seeker “URL.” 
MASSACHUSETTS ....Boston, Banner of Light. re 
NEW YORK I 
“IKL.* 
“IK.” 
OREGON. ........ 2.55 “UKE.” 
SWEDENBORGIAN. 
MASSACHUSETTS ....Boston, New Church Review...................0..0005 Quarterly “ix.." 
Boston, New Philosophy.................cseesceseseees Quarterly ‘1x1. 
MISSOURI...... divcnred St. Louis, Bote Der Neuen Kirche.................+... Monthly “wx.” 
NEW JERSEY.. .-Orange, New Church Messenger. Sead tiiec cited Weekly I 
NEW YOREK..... . Ithaca, New Christianity......... Edd cscs dbvesdboccones Monthly “1a.” 
UNITARIAN. 
CALIFORNIA..... .....San Francisco, Pacific Unitarian ‘IKL.* 
SEMIN. oo scdncvcccoed Shelbyville, Our Best Words I 
MASSACHUSETTS ....Boston, Christian Register. .:...................seeees 9,334 
UNITED BRETHREN IN CHRIST. 
Ss ee Huntington, Christian Conservator.................. Weekly 4,212 
Huntington, Missionary Monthly..................... 
Dds séabtdesVeruccee Des Moines, Iowa Outlook. ...............c0eccceeesces Monthly “sx.” 
OHIO....... bevedthbenase Ashland, Brethren Evangelist....................0..05 Weekly H 
Dayton, Der Froehliche Botschafter.................. Weekly “KL.” 
Dayton, Religious Telescope......................-see0e Weekly 19,415 
DAES, WEST OUG, 00. ccccssccccecscccscsccce ae: 22,300 
Dayton, Our Bible Teacher G 
Dayton, Search Light................ 7,318 
Dayton, Woman’s Evangel I 
Dayton, Review of the United Brethren in Christ...Quarterly “11.” 
PENNSYLVANIA...... Greensburg, Conference Journal..................... Monthly “‘ux1.’ 
Harrisburg, Conference Herald. “IKL.’ 
WISCONSIN............ Muscoda, Church Tidings....................ceeeeceeee “UKL.’ 
UNITED EVANGELICAL CHURCH. 
WP eocccvecerscsccesced Cleveland, Evangelical Messenger.................... Weekly 1 
PENNSYLVANIA.....Harrisburg, Evangelical ................ ... ehakbemuimen Weekly 8,459 
Harrisburg, Evangelische Zeitschrift ‘ I 
Harrisburg, Missionary Tidings......................- I 
UNIVERSALIST. 
GEORGIA,...........++ Canon, Universalist Herald........... . “aKL." 
INDIANA.... . Crawfordsville, Healing Leaves “URL.” 
MAINE..........-++.+++ Oakland, Universalist Monthly “TKL.” 
MASSACHUSETTS....Boston, Universalist Leader H 
NEW YOREK............ Auburn, Convention at Work, “2KL." 
ZION CHURCH. 
ILLINOIS..............- Chicago, Leaves of Healing...................-seeeeeee- Weekly. 
UNDENOMINATIONAL. 
ALABAMA.............. Fruitdale, Petitioner. .........cecscscsccssecserscccees “EL.” 
Mobile, Church Observer. “TKL.’ 
Selma, Missionary Searchlight ........................ Monthly “ixKL.’ 
DUO STE, GONE BA, oocce ccc cscsescosceccsecccccs “TKL.”’ 
ARKANSAS............ Beebe, Tree of Life “TKL." 
CALIFORNIA.......... PD PE inodastincccccccvevsacoccccteesseced Semi-m'ly “ix. 
Los Angeles, California Independent. . “2KL." 
COLORADO............ Pueblo, La Hermandad.................. I 
CONNECTICUT........ Hartford, Church Review................. 8,100 
New Haven, Young Men of New Haven.............. Weekly 1,150 
Stratford, Chapel Chimes.....................cceeeeee Monthly 


DIST. OF COLUMBIA..Washington, Florence Crittenton Magazine. ........ 







































PRINTERS’ INK. 29 
UNDENOMINATIONAL—Continued. 
GEORGIA ..... Bevessede Atlanta, Christian Union “7xL.” 
Atlanta, Lay Evangelist.... ‘1KL-” 
Atlanta, Southern Evangelist 1,448 
Augusta, Mission Messenger “TEL.” 
Games, DOs ii 2oe se cain cietescdAi eho ccceed “EL.” 
Savannah, Christian Union Herald “=>’ 
ON ee Boise, Idaho State Sunday-School Bulletin I 
AMGEN. iicccscccsed Chicago, Bladet........... Sasi ded ee Necccccee Weekly E 
Chicago, Evangelisten.. .............ccceccecscsceceeess 2,075 
Chicago, Folke-Vennen .... 4,300 
Chicago, Missions-Vannen................ 7,211 
Chicago, Ram’s Horm .................. A 
Chicago, Sentinel of Liberty.......... F 
Chicago, Unity.................. H 
Chicago, Biblical World....... on F 
Chicago, Christian Cynosure..... ...-......scceesseeeee H 
Chicago, Christogmosls.............ssccceccescsseccceces Monthly I 
Celene, BVGMQ ssc sccdesiecedevsccovesscecccccocce Monthly I 
Chicago, Sunday School Lesson Illustrator.......... Monthly Ge 
Chicago, American Journal of Theology............. Quarterly I 
Chicago, Blasts from the Ram’s Horn................ Quarterly I 
Chicago, Illinois State Association Notes............. Quarterly 18,000 
Elgin, New Century Sunday School Teachers’ 
BRS cieeccen sat rtteictcsccdcceses 42,085 
German Valley, Der Mitarbeiter .....................+ Monthly “2KL.’ 
AI 5 ass ons sescet Aurora, Alpha and Omega. ..........06.0000ceeseeee cee Monthly. 
Farmland, Eastern Indiaua Christian................. Semi-m’ly “zx. 
Indianapolis, Awakeme?... ..........sccccccssscccsccese Monthly 3,881 
Westport, Religious Liberty...............0-.0eceseees Semi-m’ly “1x: 
os SE ere Council Bluffs, Christian Home. ................+..-++ Weekly q ? 
Council Bluffs, The Word and the Way.............. Semi-m’ly H 
Des Moines, Churchwoman’s Magazine............... Monthly F 
McIntire, Bulletin-Herald....,............ ‘ onsondd Monthly “i.” 
Marshalltown, Christian Messenger.................. Monthly “iL.” 
Orange City, De Heidemwereld......................+ Monthly = § 
Oskaloosa, Iowa Sunday School Helper.............. “"KL.’ 
Shenandoah, Firebrand. ..............-.s.sesecesseeeee "KL" 
KARAS: 0: Siccccccccced Centerville, Gospel Message... ...........sccesescseees ‘KL. 
Columbus, Good News,.............. j 7,100 
Winfield, Chautauqua News I 
KENTUCKY..... ..00- Louisville, Kentucky Sunday School Reporter ...... Monthly 2,483 
Louisville, King’s Herald..................0cc0cccceseee Monthly “sk.” 
Louisville, Southern Broadax.............scceseesseee Monthly H 
MARYLAND...........- Baltimore, Field Record... .. I 
MASSACHUSETTS..... Beverly, Spirit of the Word.. ‘ 
I; Feed 8 Sew ce tecetiddevec dvedscvesssea 6,479 
SOA, Ge oo obo Se sdecs cccbk bse sosecedecss G 
Boston, Junior Christian Endeavor World.......... Monthly. 
Boston, Light Bearer........... sotmRisntbebcencsesenes Monthly. 
Boston, Times of Refreshing.... .... ee Monthly. 
Boston, Watchword and Truth.......................5 Monthly G 
East Northfield, Record of Christian Work.......... Monthly 20,541 
South Wareham, Church News.................. .+-» Semi-m’ly 518 
Springfield, Le Citoyen Franco-Americain........... Weekly “sr. 
Springfield, World and Work.................00-.sss00 Monthly. 
MICHIGAN. ....c0.-2000 Detroit, Herald of the King. ................cesseeeeees Monthly 2,000 
Detroit, Sunday School Advance...................00+ Monthly I 
Grand Rapids, Live Coals.................. “"mR."” 
Hersey, Evangelical Tidings. . “KL.” 
Kalamazoo, Christian Review H 
Mount Pleasant, Herald of Salvation................. Weekly 3,404 
West Bay City, Young People’s Paper................ Monthly “uxz.’ 
MINNESOTA........... Crookston, Bud Og Hilsen... ...Semi-m'ly H 
Minneapolis, Linnea...... henipest .--Monthly H 
Rochester, Family M ger... ouadeensll Monthly “z..” 
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UNDENOMINATIONAL—Continued. 
MISSISSIPPI .......... Ors: EAR, VIC PIB i ais0 cs icsccccssccecsmescccecs seecce Monthly ux.* 
Water Valley, Christian Illuminator................. Weekly “um. 
MISSOURL...........000 Boonville, Western Christian Union.................. Monthly I 
Carrollton, Church Bulletin....... ...cccccceccesessss Monthly KL." 
Kansas City, Gospel Message....................0e005 Monthly 2,872 
Moberly, Beiney's MOMtwly so ccscccscccsceccccccocccsce I 
St. Louis, Deutsch Amerikanisher.................... Monthly. 
St. Louis, International Sunday School Evangel.....Monthly 51,838 
Tuscumbia, Western Preacher............-.+++seee00+ Monthly = “x1.” 
NEBRASKA............ Lincoln, Evangelist and Christian .. Weekly “aK. 
Panama, Primitive Christian......................-5+ Weekly * sKL.! 
York, Evangelist and Christian ....................... Monthly ‘ux. 
NEW JERSEY..........Camden, EChO...........csssseeees saaivaninciutadie sees Weekly “SKE 
Harrisonville, Good Samaritan. ............-.0..s000+ Monthly = “sx. 
WOWRSE, MASSON GS. oc cscccscecccvesscccoscccovses ose Monthly WKL.” 
ee Albany, Zion’s Watchman Weekly. 
Buffalo, Bulletin ‘ Monthly I 
Coxsackie, Christian Union...........0-.ccceee seeeesee Monthly. 
New York—Manhattan and Bronz, 
Christian and Missionary Alliance................ Weekly 13,000 
a Weekly 218,434 
Christian Work and Evangelist................... Weekly D 
RE TNs ick cesicceccsecescsccccces I 
SNE icnckancacedseieriaseecsevescne F 
I cna bin eekeb beeied ein cdedces dienes sevedcccceses Weekly  10!,923 
EE INNS 4, dibs Sante apanddeodoowedesoossedon Weekly A 
WR icialds cocci Bewncnscerssse, peseces ..Weekly Cc 
American Messenger.......... ..Monthly 75,416 
Amerikanischer Botschafter ...Monthly F 
pI eT ee ee pen Monthly 19,209 
I Enodis ise sci cccotvecévcecoces Monthly. 
Church Economist..... ............+4 pen ...Monthly H 
I tcciges onpricesinseesnecpstecs esos Monthly H 
a icicnd sh cesbuntidecncgudiccssoess Monthly. 
Homiletic Review Le ee G 
Ns 5 ip cicksinokecnvecseantadivccscess Monthly. 
Missionary Review of the World.................. Monthly G 
Preachers’ Magasine,..........c0.sesecssecsssccees Monthly G 
ts nnnksieiteddudatiinedeqesunsnedee ve .-Monthly 2,100 
Treasury of Religious Thought ...Monthly H 
Mission Gleaner..............00ce0 sence ..Bi-m’ly “KL.” 
Hib ivi ve 0rkds c0evesseneescccocses Quarterly “ux.” 
New York—Brooklyn, 
ee es corickiicncousuctieedscesooese Weekly. 
North Chill, Earnest Christian and Golden Rule....Monthly I 
I wn ctarwininnss evevedcenccoccsees Monthly ‘iK..” 
Poughkeepsie, Huguenot Quarteply.................. 
VeReR CUNIEI WORN oe cove cicceccscccccccvccevccesd Monthly “27xKt.’ 
NORTH CAROLINA..Elbow, Christian Star . Semi-m’ly “iK1." 
TPbicos psotesscs. .ccccOUG ET CRUEL, 00 ce ccccscecees ssevceren Monthly ‘Kt.’ 
i Sundays. 
Cincinnati, Kirchenzeitung Der Unablangigen 
Evangilischen Protestantischer....Sundays  “1xt." 
CA tae dad ea bl cbkd ss cocks ccasccce vse Bi-w’ly “EKL."" 
Cleveland, Der Christliche Botschafter.............. Weekly H 
Cleveland, Union Gospel News «+. «Weekly 61,871 
Cleveland, Evangelic Herald........................65 Semi-m'ly “1x1 
Cleveland, Current Anecdotes and Methods of 
Ee eS ee eee Monthly 11,875 
Cleveland, Der Missionsbote...............:.... .. Monthly. 
Cleveland, Evangelical Sunday School Teacher.....Monthly I 
Cleveland, Evangelische Magazin.................... Monthly 
Cleveland, Evangelischer Missionsbote .............. Monthly ‘7k.’ 
Cleveland, International Messenger.................. Monthly I 
Cleveland, King’s Business.....................cecc0es Monthly “z1.’ 
Cleveland, Living Epistle. .............0cc-cceceeceeees Monthly “ux1.’ 
e Cleveland, Missionary Messenger ..................+. Monthly “2x..’ 
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UNDENOMINATIONAL—Continued, 


Dayton, Herald of Gospel Liberty .................... 
Kenton, Evangelic NeWS............0.sseecseeceseeeese 
McComb Christian Unity Herald....... 
Martel, Sunday School Review............0+:s+ssssee« 
Oberlin, Plantation Missionary..... 
Ostrander, Messenger of Truth................000+se00s 
OKLAHOMA.......... -.Cleo, Gospel Missionary............-..++++ 
Kingfisher, Oklahoma 8. 8. Worker 
GRO ccc gnescscuse Milton, Columbia Courier................. 
Portland, Oregon Sunday School Tidings.............Monthly I 
PENNSYLVANIA......Allegheny, Christian Statesman 
Allegheny, Zion’s Watchtower............ 
Butler, Orphans’ Friend — 
Cleona, Preacher’s Helper ..............-sescessceceses 
i nctictrcinn ncccpcncvensecsapesteosescesed 
Harrisburg, Evangelical Visitor.......... 
Harrisburg, Evangelical Bible Teacher .. 
















Lebanon, Brotherhood Star............ deevecsiareovibl Monthly D 
Pencoyd, Church Herald “KL.” 
Philadelphia, Association News.. I 
Philadelphia, Christian Banner... ...........+...-.+++ “1KL-"" 
Philadelphia, Christian Standard @ 
' Philadelphia, Religious News and Home Guide..... Weekly “TL.” 
Philadeiphia, Sunday School Times ............. ... Weekly 101,81 
Philadelphia, Church Press Association Magazines.Monthly Cc 
Philadelphia, Die Friedenstaube...............--...++ Monthly “i.” 
Philadelphia, Double Cross and Medical Missionary 
BOGS sc ccctenccccocsercosorcecacd 
















QeeeOSWE, TEED. vc co ccvcewsvcevccccesscecscagccoese 
Reading, Christian Life........... habeuadaboues pocvvsed Semi-m‘hly 
eG, Bs ccc cence coccvesceccccsese 
Reading, Preacher’s Assistant .... 
Scranton, Evangel........ 
RHODE ISLAND...... Pawtucket, Advance 1KL- 
Phillipsdale, Religious Review of Reviews........... Monthly “ck.” 
Providence, Beulah Christian........... cmeicepiel Monthly 2,283 
Fr 
1,650 
2,125 
I 
Newmarket, Christian Vanguard....................- Weekly “UKL.’ 
Toronto, Faithful Witmess....................ssee0see Weekly "kL" 
Toronto, Canadian Church Missionary Gleaner..... Monthly “dKL.’ 
Toronto, China’s Millions...............ccceccseeecseee 
Toronto, Westminster ..............+0+++ H 
QUEBEC CAN......... Montreal, L’Aurore "KL" 
Montreal, Northern Messenger 
YOUNG MEN’S CHRISTIAN ASSOCIATION. 
CONNECTICOUT....... New Haven, Young Men of New Haven.............. Weekly 1,150 
ILLINOIS... .........+.++ Chicago, Illinois State Association Notes........ .-Quarterly 18,000 
MISSISSIPPL....,..... Meridian, Railroad Record seeeeees-Monthly 1,274 
Ee St. Louis, Christian Manhood. ..-Monthly 1,500 
NEW YORE...........- New York—Manhattan and Bronz, 
REPOTERTE Toc coc cccenvecscescccsoccoscesonscooes Monthly 19,209 
ices once ee as arise cocgenducsesepecsoed Quarterly 2,050 
PENNSYLVANIA. ....Philadelphia, Association News .................ss00+ Weekly I 
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YOUNG PEOPLE’S SOCIETY OF CHRISTIAN ENDEAVOR. 




















CALIFORNIA......... San Francisco, Pacific Christian Endeavorer..... ... Monthly 
COLORADO............ Colorado Springs, Rocky Mountain Endeavorer ....Monthly 
BIRR IIs pan ckeces des Fort Wayne, Indiana C, E. Unifier............ pesoceces Monthly 
Noblesville, Christian Endeavor Friend....... .. Monthly 
a ee Oskaloosa, Iowa Christian Endeavor.......... .- Monthly 
MARYLAND............ Belair, Christian Endeavorer............ eoesagues --Monthly 
MASSACHUSETTS. ...Boston, Christian Endeavor World .... ....... .. Weekly 
Boston, Junior Christian Endeavor World .... .. .. Monthly. 
NEW YORK 
MEE. oc ccesces'sesneven 
PENNSYLVANIA 
Harrisburg, Keystone League of Christian En- 
GG Bsc ccccececscccconcescces Monthly 
Harrisburg, Pennsylvania Endeavorer .............. Monthly 
RHODE ISLAND......Providence, Church Messenger. ..............<sessse0+ Monthly 
QUEBEC, CAN......... Montreal, Endeavor Banmer.............esscseeeeeeees Monthly 
FREE THOUGHT. 
CALIFORNIA ..........Alameda, Thought. .............cccccceeccceeveeeeeeees 
Applegate, Esoteric................ 
ILLINOIS..... oosee cess Chicago, Flaming Sword 
Chicago, Brann’s Iconoclast ...... 
Chicago, Enterprise.............+++++ 
Chicago, Freethought Magazine 
Chicago, Svobodna Skola ................ 
DERIAR, 4. <icossvicxes .Ottawa, Free Thought Idea: 
KENTUCKY. "ibe ESE. Lexington, Blue Grass Blade .... 
MASSACHUSETTS....Boston, Investigator... ...............cceeceeeccenee os 
MICHIGAN............. Detroit, Der Arme Teufel...........-..-.0-seeeeeseeece 
NEW JERSEY......... Camden, Little Freethinker............ ° 
NEW YOREK............ 





WISCONSIN............ 
ONTARIO, CAN... 





KEY—TO LETTER RATINGS. 


Exceeding seventy-five thousand, ¢ 4 
Exceeding forty thousand, - . °° 
Exceeding twenty thousand, ° 
Exceeding seventeen thousand five hundred, 
Exceeding twelve thousand five hundred, 
Exceeding seven thousand five hundred, 
Exceeding four thousand, 
Exceeding twenty-two hundred and fifty, 
Exceeding one thousand, - 
Lou; then one thoemad, i ae Dg, ie J 
esting. 4 issue of t r havin t eJ rating is 
supposed to be less the paper having nd copies, which is 
the advertiser's unit of value. 


— 


x 
Set kt l—lel to 











It is explained on the outside first cover of the Directory, in gold letters 


surrounded with a gold border, that 





LETTER RATINGS ARE GIVEN ONLY TO PA- 
PERS THAT WILL NOT OR DO NOT FURNISH 
INFORMATION UPON WHICH AN EXACT AMD 
DEFINITE RATING MAY BE BASED. 











When no circulation rating is given either by letter or figures it is because 


‘the publication is new and its circulation not yet upon an established basis. 








PRINTERS’ INK. 33 


A ROBUST YOUNGSTER. 
Atianta, Ga., June 8, 1903. 


Editor of Printers’ Inx: Th hi 
There has never been any “‘m me @ Icago 
t- 


in regard to the circulation of, The 





Soe toy Spent tomtien Oy See | 
of everybody, and there is no doubt on R d - H Id 
Tac "News es its cireulstion “We oa = 
Siete sais coma} prints 
has promised to do so in the near future. considerably 
iach o cucth cutee’ chewing “te more than 
ong previous month and. the - twice as much 


cords we a truly enue In 
average daily, cireulation ‘of “exceeding RESORT AND SCHOOL 
markable there is a great deal of specu- ADVERTISING 

lation amon pooess as to what the cir- 


culation will be when The News is a : 

Sttle over os The News is ore as its 

par to forfeit $1,000 to any charitable 

institution or committee if every state- next nearest 
ment’ it makes concerning its circulation . 

is not absolutely true and correct. competitor, 


Tue AtTLanta News, 
Charles Daniel, 
Mgr. Edt’r & Bus. Mgr. 





The Record-Herald has the 


GENERAL advertising is a force that : 
carries many a dealer to success.—Pro- largest known morning and 


gressive Advertiser. Sunday circulation in 


A LITTLE more “think” and not so Chicago. 
much ink would improve a great many 
ads.—White’s Sayings. 

















AN EXCEPTIONAL 
ADVERTISING MEDIUM 


RAND RAPIDS, MICH.., is the best town throughout the Central States in 
which to introduce new proprietary or food products. This is due largely to 
the great and continued prosperity of its world renowned furniture factories. 

Another important factor is the business edacation of its people. The latter applies 
very closely to the advertising business. The time required to sell a certain amount 
of goods depends upon the conditions and education of the customers. The educa- 
tion comes from the daly pemereper and the one i t point of this market is 
its great educator—T’ E NING PR which is known to all 
prominent advertisers by the unique ition it occupies in the advertising field. 
THE EVENING PRE has had a phenomenal growth. We have 
watched its circulation grow from 7,000 to the present 35,000 mark, and during this 
time we have used its columns for a varied class of advertising business. Further- 
more, we have yet to find an evening newspaper which, with a like appropriation, 
will sell as many goods in their particular field. It covers the territory more closely 
than any newspaper we know of in cities of 100,000 population or more. It circu- 
lates 20,000 papers in Grand Rapids, which is about one to every house, and with 
the rural and inter-urban routes, 15,000 subscribers have been added to the city cir- 
culation within a radius of 150 miles of Grand Rapids. We will gladly vouch for 
its circulation, its character and its value as an advertising medium. 
SHAW-TORREY CO., Ltd. 


THE EVENING PRESS. 








34 
PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
Ci 2 Rn Bey 7 PR a 
° on ve do. a year, 
SRknce’ Gir dollies @ bandred” We beak 


Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 


ies for or alarger number at the same rate. 
Publishers d 

seotiveal for pL Cf adveg. 

ap! on, obtain special co: rms. 

If any person who has not paid for it is re- 

out PuintEns’ ink it is feet ye one has 


penn ba, in hisname, Every — is stopped 
at the expiration of the time pata 1 or. 


——aeee 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears,50-62 Ludgate Hill,E.C 


NEW YORK, JUNE 17, 1903. 


THE highest quality in adwriting 
is brains; indeed, without this at- 
tribute no telling advertisement 
can be written. Alas! that no 
“school for advertisement writing” 
can supply this pre-requisite. 











Tue Portland, Me., Argus pub- 
lishes the following touching piece 
of publicity on behalf of the return 
of a lost dog. Certainly any dog 
so well advertised ought to return 
to his master without delay. 

STOLE OR RUND AVAY—Been loose him bout 
par amr etces ee 
somebod find her keep itl tohim. JOB 





“Diseases of the Nervous System 
and Muscles” is a chart prepared 
for the Anttkamnia Chemical Co., 
St. Louis, and distributed among 
physicians as a means of calling at- 
tention to the products of this 
company. It was prepared by Dr. 
Edward Curtis Hill, the Denver 
specialist in these disorders, and 
indicates symptoms, course and 
treatment of sixty-five diseases. 
As a piece of ethical advertising 
it is commendable. 


News interest grows out of a 
close study of the people who use 
the commodity. They develop new 
uses for it—they want improve- 
ments to it—they are continually 
asking themselves questions about 
it that must be answered by the 
advertiser. An advertised commo- 
dity being consumed by a large 
public may be an old story and a 
humdrum affair to the man who 
writes the advertising, but where it 
enters daily into the lives of so 
many thinking, ingenious human 
beings it is developing new aspects 
continually, 
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Piant your advertising appro- 
priation in the daily newspapers 
that circulate in the homes, 





_ THE Waterbury, Conn, Repub- 
ican asserts that it sells more 


. copies daily in Waterbury than any 


other newspaper, and after de- 
ducting all unsold, free and 
sample copies has a larger circu- 
lation than any other newspaper 
published in the Naugatuck Valley. 


THE circulation of the Louisiana 
Sugar Planter, published at New 
Orleans, is among sugar producers 


only and scattered over forty 
different countries. It has been 
built up by fourteen years of con- 


stant effort, is read in Java, Hawaii, 
Mexico, Fiji, Mauritius, Cuba and 
South America. The quality of this 
circulation is very high, the sub- 
scribers being heavy buyers inacces- 
sible through ordinary channels. 


EvEN known circulation does not 
set the question of circulation at 
rest. Sometimes the known circu- 
lation of a hundred thousand may 
not be as advantageous as one-third 
or even a quarter of that number. 
Character of circulation counts as 
much among publications as char- 
acter does among men. But even 
here the article to be advertised is 
to be studied in conjunction with 
the publication. 


THE first page of PRINTERS’ INK 
for the coming year has been sold 
to two enterprising publications, 
not now so well known as they 
are likely to become. That the 
Muncie Star, a daily paper in an 
Indiana town of less than 30,000 
population, should see its way 
clear to pay $2,080 for an every 
other week’s appearance seems a 
remarkable fact. That a monthly 
published at St. Louis, called the 
Woman’s Magazine, sent to sub- 
scribers for ten cents a year, should 
buy the same page for the alter- 
nate weeks, at an outlay of $2,080 
for the service, is not surprising 
when it is known that the enter- 
prise has good business backing 
and for some time past the maga- 
zine has had considerably more 
than a million paid in advance sub- 
scribers on its mailing list, 





=. == 2 
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Tue student of advertising must 
learn how close a_ publication 
stands to its subscribers and 
readers. Some publications have 
as much weight with these as the 
recommendation of a friend. The 
mere fact that an advertisement ap- 
pears in such a publication, is a 
positive recommendation of the 
article. 





Cent per Cent is the odd but ap- 
propriate name of a monthly jour- 
nal published in the interests of 
Mitchell, Schiller & Barnes, invest- 
ment agents, 52 Broadway, New 
York. This firm is promoting 
various industries, particularly 
rubber plantations in Mexico, and 
Cent per Cent furnishes general 
information of a news nature con- 
cerning them. It is handsomely 
printed and wholly dignified in 
tenor, rising quite beyond the mass 
of cheap literature so largely used 
in promoting stock and investment 
schemes. 





A DESIRABLE handbook for those 
interested in German publications 
is the German Newspaper Direc- 
tory, published by Springbob Bros., 
the Milwaukee agency which 
handles advertising mediums of 
this class. _ This directory con- 
tains lists of all the German publi- 
cations in the United States of 
sufficient importance to serve as 
advertising mediums, arranged by 
States. No circulation estimates 
are given, but the data shows where 
the papers are, with frequency of 
publication. Regarding this foreign- 
language constituency Springbob 
Bros. say: 

It is a fact worth remembering that 
throughout this Union there are at least 
10,000,000 of German speaking—German 
reading people. They have come from 
a country with a culture of a thousand 
years, and they are represented by first- 
class newspapers that are read by these 
thrifty, prosperous, well-to-do German: 
Americans, who have a greater purchas- 
ing power than the representatives of 
any other nationality in this our coun- 
try. Admitting that the Germans ac- 
custom themselves readily to American 
habits, and learn the English language 
it must not be forgotten that, having 
seen life in different hemispheres, their 
views have become broadened, and they 
prefer the German paper for their home 
reading. Their papers are not sold on 
the streets, like our English dailies, but 
are taken into their homes, where they 
are kept and re-read. 


Amonc the known daily circulations 
in the United States, the Cincinnati 
Times-Star is exceeded by but six 
papers. With an average issue in 
1902 of 143,018, it undoubtedly ranks 
first in proportion of circulation to 
population in the leading cities, No 
other daily in Ohio has so large an 
issue and the showing is one to be 
justly proud of, 





AT every change of season the 
great public is looking for season- 
able information in every sort of 
advertising medium. As much de- 
pendence is placed on advertising 
news as upon the account of yester- 
day’s stock markets or to-day’s 
weather predictions. Readers of 
advertising are constant. Waste 
little space, therefore, in the en- 
deavor to attract attention. Have 
timely information to spread before 
the pwhlic and it will never be over- 
luoked. 


On Monday last M. A. McRae, 
president of the Scripps - McRae 
League, secured control of the Toledo 
Times-News and made it a part of the 
Scripps-McRae League. The Toledo 
Bee, which they purchased a week 
previous, has been merged in with the 
Times-News, and the three papers 
will be owned by the Toledo Publish- 
ing Company, capitalized for $300,000. 
The publication offices will be the 
present Times-News Building. The 
News and the Bee have been consoli- 
dated under the name of the Wews- 
Bee. The Sunday Times and the 
Sunday Bee will be consolidated un. 
der the name of the 7imes-Bee, and 
R. H. Cochran will be its editor. 
The officers of the Toledo Publishing 
Company are M. A. McRae, president ; 
H. P. Crouse, vice-president, and H. 
A. Eoff, secretary and treasurer. The 
News-Bee and Times will receive the 
Associated Press report; also the 
Scripps-McRae Press Association serv- 
ice. The acquiring of the Toledo prop- 
erties will make eight papers now in 
the League. They are the Cincinnati 
Post, St. Louis Chronicle, Cleveland 
Press, Covington (Ky.) Post, Toledo 
Times, Toledo Sunday Times-Bee, 
Toledo Mews-Bee and the Akron 
Press, having a daily output of over 
30,000 copies, D. J. Randall, man- 
ager of the Scripps-McRae League in 
the Tribune Building, New York, will 
represent the newspaper in the East, 
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Ruies for advertising may be 
wise, but no rules have as yet been 
found which it would not at times 
be wise to disregard. Every ad- 
vertiser must be a law unto him- 
self. He must shape his own 
policy and make his own laws. His 
own experience will be worth 
more than the experiences of all the 
rest of the advertisers in the 
world. This is not to say that he 
shall not study the methods and 
announcements of all the other ad- 
vertisers. Nothing that he can 
gather on the subject is useless, but 
in the science’or art of advertising, 
precedent is no fetich. 





A FINE two-color folder from 


the Regina Company, New 
York, gives some _ interesting 
figures regarding the advertis- 


ing of these well-known music 
boxes during the past year. In 
that period the company has reach- 
ed 22,000,000 magazine readers 
monthly, using the following me- 
diums: Cosmopolitan, Munsey, Re- 
view of Reviews, McClure’s, Sat- 
urday Evening Post, Leslie’s, 
Scribner's, World’s Work, Every- 
body’s, Outlook, Good Housekeep- 
ing, Literary Digest, Christian 
Herald, Delineator, Good Health, 
American Messenger, Success. 
These magazines have an estimated 
circulation monthly of 4,410,000 
copies, which is multiplied by five 
readers for each copy. Counting 
Out the extremely poor, the ex- 
tremely rich and those living in 
remote country districts, one out 
of every three persons entering a 
music store has read about the Re- 
gina. Dealers are urged to meet 
these readers half way, especially 
through local advertising. Cash 
prizes are offered to clerks and 
dealers for the four best Regina 
ads published in their local papers 
before September 15, space to be 
not less than six inches double 
column. The company furnishes 
cuts free if desired. The maga- 
zine advertising for December 
brought 23,839 replies, which were 
immediately referred to local deal- 
ers. In the first months of the 
present year each music dealer in 
the United States, by a general av- 
erage, had referred to him thirty- 
nine inquiries from people living 
in his community. 
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One can’t do good advertising, 
unless he has a good article to ad- 
vertise. 





IF your proposition has been so 
thoroughly advertised that there 
is nobody who has not heard of it, 
and nobody who, having heard of 
it, may suddenly become interested 
to-morrow, it is time for you to 
yegin all over again with a new pro- 
position. First, however, be sure 
that your advertising is keeping 
pace with the birth rate of eighty 
millions of people. 


“Swirt’s Little Store Around 
the Corner” is a small department 
store at 224 West 23d street, Los 
Angeles, Cal. Stationery, house- 
hold hardware, toys, fancywork 
supplies and similar articles are 
kept, and the aim is to have a 
stock of things that people like to 
buy in their own neighborhood 
rather than at a large uptown 
store. By way of advertising a 
tiny four-page paper has been es- 
tablished, called Swift's Store 
News. Besides lists of things in 
stock, with average prices, the 
first issue contains a sensible talk 
on “Little Store vs. Big Store,” in 
which the advantages of the small 
neighborhood shop are set forth 
convincingly : 

The Little Store sells nothing with- 
out making a profit so does not Bae rs) 
sell some things at five Lundred per 
cent profit to make up losses. The Little 
Store does not have to add a certain per 
cent to pay the landlord for rent. Has 
no big pay roll on Saturday night. Has 
no large cugetes account. The Little 
Store can sell and does sell at a small 
profit. The Little Store knows nothing 
about fire sales, moving sales, dissolv- 
ing partnership sales, or any other fake 
sales. When you go to the Little Store 
around the corner you don’t have to 
wait for hours to be waited on. You 
may find just what you want, and at 
the same price as up town at the Big 
Store, less the time, trouble, and ex- 
ense of going uptown. The Little 
Store does not pretend to keep every- 
thing. But has a satyer stock than a 
year ago, and will be larger in another 
year. Come and see me and help me to 
grow and I will be able to save you 
more trips uptown. The Little Store 
around the corner has nothing to eat 
and nothing to drink for sale. Besides 
the Little Store around the corner, there 
is on the corner of Grand avenue one 
of the best corner grocery in the city, 
an extra good meat market, an up-to- 
date drug store. The corner Grand 
avenue and 23d street. ’Tis the center 
of precinct 37. The best business corner 
in the fifth ward, 
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SuporDINATEs find it rather de- 
pressing to be treated like unknown 
subjects whenever they appear with 
a new idea calculated to benefit the 
concern, or with an appeal for the 
correction of some fault that cus- 
tomers are talking about. 


In the May issue of Success 
there is an interesting article on 
the much talked of cereal foods by 
Frank Fayant. The following de- 
tails of manufacture, packing and 
cost are interesting: 

The rise of the indust has made 
popular the package idea Tor kitchens. 
American housewives take kindly to 
pasteboard cartons. The sudden growth 
would have been impossible without car- 
tons. Small pasteboard boxes and large 
wooden cases, each —— two or three 
dozen cartons, are very large items in 
the cost of production, but labor saving 
machinery cuts these items down to a 
minimum. In the food factories, the 
cartons are cut, printed, and folded al- 
most automatically; and after they have 
been automatically filled with cereal 
food, they are closed with paste by ma- 
chinery. Only by machinery is it pos- 
sible to keep the cartons under a cent 
apiece. One Chicago factory spends 
more than five thousand dollars a day 
on cartons. It recently gave an order 
for ninety thousand dollars’ worth of 
paper for labels and fifty tons of ink 
to print them. In putting a carton of 
a certain well-known breakfast food on 
the market, the cost of the cereal pro- 
duct is about two and one-third cents, 
and the cost of the packing one and one- 
third cents, making the cost of manu- 
facture three and two-thirds cents. The 
selling price to the grocer is eleven and 
one-third cents, and to the public, fifteen 
cents. One factory uses a piece of par- 
affine paper to wrap the product inside 
the carton This paper costs more than 
one hundred thousand dollars a year, 
but the manufacturers think that Amer- 
ican housewives want to have it, and 
the sale of this particular product would 
seem to indicate that they are right. 
The profit in the sale of cereal foods is 
large, but a market is not to be had for 
simply the asking. A market can be 
created and kept in existence only by 
ersistent publicity. It costs from four 
undred to eight hundred dollars in 
advertising to sell one thousand dol- 
lars’ worth of breakfast foods. The man 
who makes wheat-coffee spent, last year, 
eight hundred and eighty-four thousan 
dollars in advertising in eight hundred 
newspapers and thirty magazines, and 
this year he is spending a million dol- 
lars. The maker of shredded wheat 
spends seven hundred thousand dollars 
a year in publicity. Another paid five 
thousand dollars for the privilege of 
ainting the name of his product on a 
ig chimney in lower New York that 
can be seen from all the North River 
ferryboats. He has for months kept be- 
fore the public eye a comic figure and 
some swinging rhymes, and has made 
all America and England laugh. But 
the laugh has cost this manufacturer 
hundreds of thousands of dollars. 


IN a recent review of the pro- 
gress of rural free delivery the /n- 
dependent recalls the fact that 
though Congress appropriated $10,- 
000 in 1894 and $20,000 in 1895 for 
the purpose of establishing trial 
routes, no use was made of the 
money until 1896, as “Postmaster- 
General Bissell did not approve of 
the measure.” To be wrong is an 
old failing of this department of 
the government. The first route 
was established in West Virginia 
in October, 1896, and at the close 
of that year there were three 
routes, in 1897 there were 44, in 
1898 there were 128, and in 1899 
there were These _ served 
about 450,000 persons. The rural 
population began to appreciate the 
new enterprise and demands in- 
creased with great rapidity. In 
another six months the routes 
numbered 1,214 and served almost 
twice as many persons. For the 
fiscal year ending June 30, 1902, 
the appropriations made and used 
were $3,500,000. Opposition was 
so nearly overcome, except on the 
part of star route contractors, and 
postmasters of small offices, likely 
to be dispensed with, that it became 
a question of time only when the 
whole area of the United States 
should be traversed. For the 
present fiscal year Congress appro- 
priated a little over $7,500,000. As 
this proved to be insufficient, a de- 
ficiency appropriation of $525,000 
has recently been added. A rural 
letter carrier serves an average of 
500 people, and as there are now 
12,507 routes in operation, it is easy 
to see that the number of people 
served is not less than between six 
and seven millions—approximately 
one-tenth of our rural population. 
When the first experiments of rur- 
al delivery were installed it was 
supposed that the increase in the 
volume of rural mail was owing 
to the novelty of the service, and 
its opponents predicted that this in- 
crease would disappear after a 
little. But the initial ratio has: not 
only been maintained, but raised. 
Newspapers and periodicals make 
up about one-half of the delivery, 
but the increase is much larger in 
letters than in periodicals. During 
the past year 4,000 new routes were 
established during five months, and 
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the average nearly doubled the an- 
ticipated schedule. Department re- 

rts show a healthy and steady 
increase in the gross receipts of 
the postoffices in the locality where 
free delivery is general. Since the 
installation of the first rural route 
$650,000 have been saved from the 
discontinuance of star routes. Dur- 
ing the same period over 2,000 
postoffices have been discontinued 
with the saving of about $150,000. 
Some 300,000 square miles are now 
covered, and to cover the 700,000 
square ‘miles not included would 
make the annual cost of a com- 
= service about $24,000,000. Mr. 

achen, the general superintend- 
ent, says that as soon as the service 
is completed he believes the pat- 
ronage from twenty million people, 
who have heretofore been given 
little opportunity to enjoy the mail 
service, will so increase that the 
additional revenue will wipe out 
“all deficits” in the department. 





Tue Detroit Times announces 
the appointment of Mr. N. M. 
Sheffield as manager of advertising 
outside of Detroit. 





IMPoRTATIONS of manufacturers’ 
materials into the United States in 
the fiscal year which ends ‘with 
next month will be by far the 
largest in the history of our im- 
portations, and will amount to 
nearly or quite $500,000,000. Man- 
ufacturers’ materials will form 
about forty-eight per cent of the 
imports of the fiscal year. The 
ten months figures of the Treasury 
Bureau of Statistics, just com- 
pleted, show that manufacturers’ 
materials formed forty-seven and 
one-half per cent of the imports for 
the ten months, and 49.77 per cent 
or practically one-half of those of 
the latest available month, April; 
while in March they formed 49.06 

r cent. Beyond doubt, the total 
importation of manufacturers’ ma- 
terials in the fiscal year 1903 will 
by far exceed that of any preced- 
ing year. The fiscal year 1902 was 
the banner year prior to the cur- 
rent year, its total being 415 mil- 
lion dollars; while the highest fig- 
ure ever reached prior to 1902 was 
in 1900, when the total was 380 
millions. 
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WHY SHOULD YOU READ 
PRINTERS’ INK? 


If you are the advertising man of 
a small or large concern it is “up 
to you” to produce results through 
advertising. Your employer looks 
to you for such, and if the em- 
ployer is the advertising man him- 
self he is still in the same position: 
“He wants to produce results.” 

* * * 


_ In order to make your advertis- 
ing efforts what they are intended 
to be, you need animation, ideas, 
inspiration and information about 
the large and complex subject 
which constitutes modern publicity, 
and the more you _ get the better, 
* 


If you are a eis and con- 
scientious man of the craft, you 
know. how at times ideas and 
thoughts seem to lag, how difficult 
it appears to create something new 
and more effective than what you 
have been doing. 

+ + + 


It’s right here where the Little 
Schoolmaster (as Printers’ INK is 
affectionately called by its many 
pupils) comes in as a stimulator 
and helper. Printers’ INK is the 
best and oldest journal for adver- 
tisers, and its weekly issues contain 
a wealth of information regarding 
ways, means, methods and mediums 
of advertising which are directly 
applicable to the problems which 





practical advertisers have to face 
every day in the year. 
* * * 

PrRInTERS INK is a_ journal 
which every advertiser, and es- 
pecially every young advertiser 
should carefully read. Every 
young man who looks 


for a practical home-instruction in 
advertising should subscribe for 
and read Printers’ INK. It is the 
best advertising school, and costs 
only five dollars a year—less than 
ten cents a week. Sample copies 
ten cents. 
—_———_+o>—____ 

Tue ad solicitor who takes up 
the small advertiser, giving him, 
strong, factful ads in little spaces, 
soon has a big advertiser for a 
patron. To begin big too often 
means to come out of the little end 
of the horn. 
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SPHINX CLUB PROCEED- 
INGS. 





“Real Estate Advertising” was 
the subject discussed at the meet- 
ing of the Sphinx Club held May 
13. In the absence of President 
Daniels the chair was taken by 
George P. Rowell. The first 
speaker was W. M. Ostrander, the 
well-known Philadelphia _ real 
estate authority who was first to 
use magazines in a large way in 
this field. He said: 


I shall endeavor to tell you, in my 
awkward and embarrassed way, what 
little I have learned, at considerable ex- 

ense, about advertising real estate. Be- 
ore concluding my remarks you will no 
doubt agree with a friend of mine who 
ergeested that, in view of the fact that 
I have had some success as a long-range 
real estate broker, I might do equally 
well as a long-range, after-dinner speak- 
er. He illustrated his suggestion with 
the following story: A rather preten- 
tious individual said to the leading man 
of a country town, “How would a lec- 
ture by me on Mt. Pelee suit the in- 
havitants of your village?” “Very well, 
sir, very well, indeed,” the man replied. 
“A lecture by you on Mt. Pelee would 
suit them a great deal better than a 
lecture by you in the village.”” To ad- 
vertise real estate successfully requires 
exceptional care in the selection of me- 
diums, a careful and accurate record of 
all returns, and a constant change of 
copy. In other words, successful real 
estate advertising, like most other suc- 
cessful advertising, consists in always 
taking careful aim, and occasionally hit- 
ting the bull’s eye. The best results 
from newspaper advertising are undoubt- 
edly obtained from the classified col- 
umns. Considerable experimenting with 
large display advertising has convinced 
me absolutely of this fact. In handling 
real estate in all parts of the country, 
the leading magazines, farm journals, 
religious publications and trade papers 
can be advantageously used, provided 
the advertiser has competent represen- 
tatives in all parts of the country to as- 
sist in closing sales. 

With the exception of low-priced prop- 
erties sold on the instalment plan, there 
is very little real estate actually sold 
by mail. The mails bring lots of replies 
from people who want to buy or sell, 
but each sale effected usually requires 
considerable careful correspondence and 
some aggressive personal work. Real 
estate advertising in the magazines is 
comparatively new, and for that reason 
a great many people are somewhat skep- 
tical as to the sincerity of the advertiser. 
The only way to reach such people is to 
make the ad so striking and the talk so 
convincing that they will reply out of 
mere curiosity. To my way of think- 
ing, the one great quality that should 
be injected into advertising is enthusi- 
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asm. 


; : _ A fer- 
vid, glowing ad radiates enthusiasm as 


Enthusiasm is contagious. 


a hot stove radiates heat. And when, 
in an inspired moment, you produce an 
ad brimful of enthusiasm, never t 
to improve it by smoothing out any 
awkward expressions it may contain, 
Never mind if it is not a model of 
good grammar. Let it alone. If you 
try to polish it, ten to one you will 
smocth all the enthusiasm—all the vim 
and vigor—out of it. I have seen lots of 
live ads killed by the polishing process, 
ln hunting for buyers for most kinds of 
property, do not believe in confining 
the advertising to oe particular local- 
ity, as buyers are often found where 
least expected. It might not pay to ad- 
vertise a Virginia farm in a Chicago 
paper, a New Jersey shore property in 
a_ Detroit paper, a Texas ranch in a 
Minneapolis paper, and so on, if a 
hurdred other real estate brokers were 
to do likewise, but I have found pioneer- 
ing, in this seemingly haphazard way, 
very profitable. 

he average real estate agent sells 
whatever best suits the man who wants 
to buy in a certain locality. 

My advertising brings me in touch 
with the man who is willing to go to 
almost any locality in which I find the 
particular kind of property he wants. 

Here are some typical examples of in- 
stances in which properties were sold to 
people in the most unexpected quarters: 

An _advertisement in the San Fran- 
cisco Examiner sold to a Denver man 
some building lots in Boulder, Colorado, 
which belonged to a client in Halifax, 
Nova Scotia. The lots in question were 
placed in my hands as a result of an 
advertisement in McClure’s Magazine. 

Apointof further interest in connection 
with this sale, is the fact that the lots 
were advertised at the same time in the 
Denver News and were overlooked by 
the Denver buyer. 

The recent sale of a row of Philadel- 
phia houses to a Philadelphian was the 
result of an advertisement in the New 
York Herald, and yet these houses had 
been advertised in the Philadelphia 
Press, Ledger, North American and 
Inquirer, without getting a single en- 
couraging reply. 

course, this statement is not in- 
tended as a reflection on the Philadelphia 
papers. 

I find many buyers through the Phila- 
delphia papers, but I would not think of 
confining my advertiseing of Philadel- 
phia properties exclusively to the local 
papers. 

A Michigan farm was sold to a South 
Carolina man, for a Georgia client, 
through an advertisement in the Atlanta 
Constitution. The Property was listed 
through an advertisement in the Chris- 
tian Herald. 

An advertisement in the Kansas City 
Star resulted in the sale, for a Washing- 
ton client, of a Florida property, to a 
resident of Oklahoma. This property 
was listed through Munsey’s Magazine. 
The Chicago Record-Herald has sold- farms 
not only in Tllinois, but in Ohio, Indiana, 
Towa and Kentucky, and, a few days ago, 
found a buyer in Virginia for a truck 
farm in Delaware. 

An_ advertisement in the Pittsburg 
Post found a buyer in Kingston, Ontario, 
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for a residence and medical practice lo- 
cated in Prices Mills, Kentucky. 

The magazines have proven except- 
jonally fruitful in securing buyers for 
Southern California and Florida homes, 
sea-shore properties, mountain camps, re- 
sort hotels, and so on, Furthermore, I 
depend, to a great extent on the magazines 
for listing properties fast enough to 
keep my list up to the proper propor- 


ions. 

; One of the peculiar features in adver- 
tising real estate is, that in a great many 
cases, a property is not sold by means 
of its own advertisement. The natural 
perversity of human nature seems to pro- 
Iubit the acceptance of the first thing 
offered, no matter how good it is nor how 
low the price. 

An inquiry on one property frequently 
results, not in the sale of that property, 
but in the sale of a similar property. 

For this reason, when advertising a 
property, it is well to have a second or 
third of a similar character to offer. It 
is for this reason too, that I find that 
my general advertising, which invites 
buyers to send information as to their 
requirements, often brings really better 
results than the specific advertising of 
the properties on my list. There is also 
another great disadvantage with which 
the large real estate advertiser has to 
contend. A certain class of people 
think that because a man is able to use 


ages in all the leading magazines 
- must be able to per- 
form miracles. Consequently, if they 


have real estate to sell they imagine that 
he is able to get $10,000 for a $5,000 
property and price theirs accordingly. 
On the other hand, if they want to buy, 
they suppose that he has such an im- 
mense list of bargains that he can give 
them a $10,000 property for $5,Q00. 
When they find out that they can’t get 
something for nothing, they are not only 
disappointed but aggrieved. The fact 
that most people know very little about 
the cost of advertising, also causes some 
disappointment. A_ short time ago a 
reader of Munsey’s Magazine wrote tome 
regarding the sale of a property which 
he valued at $600. He suggested that a 
couple of pages in Munsey’s, containing 
an illustrated description of his property, 
would probably find a buyer. _I wrote to 
him that the proposed advertising would 
cost $400 more than his property and, 
as I never received a reply, I presume 
he has not yet recovered from the shock. 
I am a firm believer in big ads. Like all 
big things, the big ad attracts atten- 
tion and produces an impression through 
its size—an impression which is entirely 
separate and apart fom that produced by 
its contents—an impression which can be 
obtained no other way. Furthermore, 
the man with the biggest ad gets the 
_ credit for having the biggest business, 
and for that reason a pretty large per- 
centage of the public will patronize him. 
They believe that the biggest business 
must be the best; otherwise it would not 
be the biggest. In listing, as well 
as selling, I find the use of the counon 
of great value. I have made consider- 
able use of the triangular corner coupon, 
but have decided that a large, widely 
snaced, rectangular coupon is the best. 
Whether or not a man will fill out a cou- 
pon often depends upon the convenience 


43 


with which he can do it, After it has 
been filled out, he will cut or tear it out, 
regardless of its shape or size. Many 
advertisers attach too much importance 
to convenience in tearing out coupons, 
and entirely overlook the very much 
more important matter of providing 
sufficient room for the poor penman 
with a poor pen. It is hardly necessary 
for me to say that I believe in the use of 
the portrait in advertising—at least, in 
the advertising of a business such as 
mine. The reasons for my belief are 
these. In the first place, I am satisfied 
that nothing appearing in public print at- 
tracts so much attention as a portrait, 
and to attract attention is, of course, 
the first mission of an ad. Then, again, 
in a business where the relation of an 
advertiser to his customers is a personal 
one, his customers are naturally interest- 
ea in the appearance of the*person with 
wnom they are going to do business, and 
if they can’t see the man, the next best 
thing is to see his portrait. I believe 
that if no voter in the United States 
had ever seen the picture of William 
McKinley, while every goter had seen 
the picture of William Jennings Bryan, 
Mr. Bryan would have been elected presi- 
dent. e portrait is invaluable as a 
trade-mark. It safe-guards your ad- 
vertising investment. It can neither be 
stolen nor imitated. Your competitor 
mav copy your ad but he cannot copy 
your face. few days ago I received a 
postal card from Colorado Springs. 
The address consisted solely of one of 
my portraits cut from a magazine and 
pasted on the card. I cite this merely 
because it tends to show how portraits 
of advertisers are noticed and recognized 
by almost everyone, and strongly‘ em- 
phasizes the value of the portrait as a 
trade-mark. Now, gentlemen, in con- 
cluding, I want to say that I am firmly 
eonvinced that real estate advertising, 
like most advertising, should have the 
constant thought, energy, and _ enthus- 
asm of the man who pays the bills, and 
if I have accomplished anything at all, 
it is because I have always tried to give 
my advertising just such attention, and 
for that reason I have had no time to 
cultivate any of the arts and graces of 
the after-dinner speaker. 

Artemas Ward—Long ago Job spoke 
ef something that made waste places 
bright—built up waste places. I think 
it was advertising that Job had in mind. 
While Mr. Ostrander was speaking, T 
felt that this club sometimes’ strikes a 
new, rich lode of gold.. I do not know 
when we struck as new a line as this 
under discussion to-night. Mr. Ostran- 
der spoke of the exnense of advertising, 
but we are in the habit of considering 
advertising as an investment which nays 
a certain percentage of return. There 
are investments which are considered ab- 
solutely secure at three per cent. Some 
gold bonds at four per cent are con- 
sidered good. Discounted notes at six 
per cent are sometimes safe, but when 
a man expects to realize twenty-five or 
fifty per cent profit on the amount he 
svends in advertising, there is naturally 
more risk and uncertainty attached to it. 
Mr. Ostrander has set us to thinking of 
many things. He spoke of constant 
change of copy. The changing of copy 
to-day is probably five times as great 
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as it was when this club started. Full 
pages? Oh, yes;—how wasteful to use 
a quarter page when one could use a full 
page. That is a question of differentia- 
tion. Most of us who have been in the 
business many years have considered it 
was better to have coupons printed cross- 
wise; but here is a man who is spending 
hundreds of thousands of dollars who 
says it is not the best method. He favors 
a coupon printed straight across the 
bottom of the page. He has made 
money by this method; but do not let 
that stop you. The man who invented 
the triangular coupon made money, Mr. 
Ostrander is making money, perhaps 
much more, and he says we must ar- 
range for the coupon across the bottom 
of the page. If I ever use coupons | 
shall do it his way. The question of 
portraits is interesting. I began my 
active work in life among produce com- 
mission merchants. These men in their 
business around the markets of the great 
cities send their circulars far out in the 
Northwest and South and ask for con- 
signments of produce. That is a busi- 
ness which is ‘often mixed up with dis- 
honesty. The farmers like to see the 
men they are dealing with and these pro- 
duce commission merchants were in the 
habit of putting engravings of their faces 
on their circulars and cards, and it was 
effective, because, as Mr. Ostrander has 
said, their customers liked to see the men 
they were dealing with. Mr. Ostrander 
said that you cannot counterfeit a photo- 
graph. Is that not one great reason of 
the success of Mennen with his box of 
powder. I think so. Many men might 
advertise talcum powder, but they cannot 
advertise it with that moustache, and 
our friend Mennen passed away and left 
2 million, not alone because he adver- 
tired a good article, tut because he 
coupled it with his portrait. 


Upon the text “Why Does the 
Western Advertising Man Come to 
New York?” Thomas Balmer said: 


In defense of the Westerner coming 
to New York if any defense is needed, 
that it has been my belief for many years 
that the Western advertising man re- 
presented a distinct type—the Western 
advertising idea. The Western idea has 
received the most scientific exemplifi- 
cation in the work of Professor Scott 
in Mahin’s Magazine. Mr. Scott is 
director of the Psychological Laboratory 
ot the Northwestern University I had 
the pleasure of introducing Mr. Scott to 
the advertising world, because I held the 
helief that psychology had in it the basic 
principles on which all scientifjc adver- 
tising must be constructed. In all his 
investigations he has established as an 
axiom which cannot be controverted ex- 
cept’ by a more extended investigation, 
that the man who buys small space pays 
very dearly for his advertising. There 
is only one excuse for it—that he has 
not the money to buy larger space. In 
collecting data from more than 1,000 
people old enough to know what they 
are talking about and to recall what they 
see. it was demonstrated that a half page 
ad was remembered and mentioned more 
than twice as often as a quarter page, 
and a full page was remembered and 





mentioned more than twice as often as 
1 half page, appearing in the same maga- 
zine. Not only that but the distinct 
effect of the advertising on the mind 
proved conclusively that the full page 
ad was remembered more distinctly, ang 
cescribed more accurately and twice as 
often as the half pages while the same 
ratio of attention value was maintained 
betwcen tne half and quarter pages, 
Experiments were made by exposing 
pages of advertisements for a twenty- 
fiith part of a second. The larger ad- 
vertisements made their impression more 
quickly and more effectively than smaller 
ones. Mr. Ostrander makes the most 
valuable point that the full-page has a 
distinct value of its own independent of 
what is said on the page—that it makes 
a strong impression on the mind of the 
reader. It is beyond any question, to 
my mind, that the man who buys small 
space invites competition. He invites it 
tor the reason that almost anybody can 
buy small space. The man who has 
the money to buy. big space puts his 
erticle beyond the reach of any com- 
petitor, who will not match him in his 
methods—he is able to play a game in 
which big stakes are called for, and the 
interesting fact is that as he plays to 
win he more often does win than the 
small space user. I have made investi- 
gots myself with two of the magazines 
saving the largest circulation in this 
country, and have figures to prove that 
the percentage of failures of those who 
attempt advertising—we will call it 
fifty per cent—nearly all were due to 
the fact that they did not use adequate 
space. The fifty per cent used less than 
twenty per cent of the space, so that 
the fifty per cent successful advertisers 
used eighty per cent of the space, and 
when you find that condition recurring 
year after year in the largest magazines, 
we have a right to presume that the 
volume of space has a distinct character- 
istic in producing success or failure. 
Mr. Scott is now making comparative 
analysis on these various lines covering 
a period of thirty years, and will be pre- 
pared in a short time to give results 
that he believes will show that the suc- 
cessful advertisers are those who use 
the larger spaces. The most astounding 
fact which Mr. Ostranger a out is 
the total ignorance that outsiders seem 
to possess of the cost of advertising; yet 
the majority of people seem to hold the 
opinion that the cost of advertising in- 
creases the price of goods. I have found 
universally that the great objection to 
using large space is the cost of doing 
it. We should put advertising in such 
form that we will be able to convince the 
readers that it is not only an investment, 
but a profitable one, and does not neces- 
sarily increase the price of the goods. 
That change of copy idea has been ridderf 
te death. I suppose I am a little out 
of touch with many here who hold the 
other view. I have in mind an adver- 
tiser who has never changed his copy, 
apparently. That is. the reading may 
changed, but the characteristics of the 
advertisement are persistently uniform. 
I believe, in spite of Mr. Ostranger’s 
orinion, without his photograph or pic- 
ture in the advertisement, he would find 
his change of copy would be misleading 
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and his advertisement mistaken for some- 
one’s else. Something characteristic in 
the advertisement must be maintained, 
eyen though there is a change of copy. 
Get away 1rom the characteristic of umi- 
tormity, the pecuuar reature waicn char- 
acterizes any particular advertisement, 
and you amiroauce with every new ad- 
yertlisement a new advertiser, practucauy, 
to the public. Another point toucneu 
upon is of distinct value. Mr, Ustran- 
der has proved tnat the bulk ot his busi- 
ness is responsive, avparentiy, to the 
advertisement he puts Out, in tne nature 
ot the imstaliment payment tor propercy. 
] think that opens tne door to a muca 
larger practice im advertising than any 
of us realize. ‘Lhe installment payment 
for goods ot high value has been weil 
known in the piano business, and we ail 
krow that more than 75 per cent of all 
pianos are sold on instaliments. ‘ine 
most successful piano advertisement 
that I know about was written in my 
otfice by my assistant, and ottered to seal 
a piano on any terms you like; that is 
to say, you pay the interest and make the 
payments as you like. Watch the ~rowth 
of the instaliment houses—they are very 
successful—and you can see what a 
large number of people there are who 
want to buy on the installment plan, 
and when they have to plank the money 
down for anything, you put it beyond 
their power to get it. The opportuni- 
ties we have for increasing our business 
are almost illimitable. Reterring to the 
topic on which I was asked to speak, 
“Why Western Men Come to New York.” 
1 do not know any reason for it other 
than this—that Western men originally 
were all Eastern men. I was the first 
representative who had an office in 
Chicago for any publication. We had 
to unite our interests. I conceived the 
idea that the more people we could 
get to work together on any prospective 
advertiser, the better we would be, and 
we organized the Agate Club, out of 
which has grown the Quoin Club here. 
There is no question that the idea of co- 
operation is a distinct characteristic of 
the Western representative, even in the 
case of the daily papers, although not 
to such a degree as in the case of the 
magazine men, as they have not been 
so long in the field. The men in Chicago 
have created exactly the same spirit that 
exists among magazine men, and it not 
only assists in a discussion of the state 
of business generally, and the oppor- 
tunities among advertisers, but it makes 
real friends of those who were com- 
petitors a few years ago. I believe the 
co-operation which now exists is calcu- 
lated to produce the highest results in 
the future, and that we shall all benefit 
by it; while in the past the basis of 
action was for every man to take care 
of himself and the Devil take the hind- 
most. To-day it is all for each and each 
for all. If there is any advantage in 
that co-operation, and T believe distinctly 
that there is, as one of the few men in 
Chicago who has been privileged to 
come to New York, in a more active and 
wider field (I do not believe that New 
York will ever take second place as an 
advertising centre to any other town) 
I will not consent that Tom Balmer in 
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Chienep shall ever best Tom Balmer in 
New York. 


Following Mr. Balmer’s remarks 
there was a general discussion. 


_ Mr. Gillam—I would say, offhand, it 
is worth more, but that depends on the 
character of the thing advertised and 
wether the page is to be followed up. 
The- question of a picture in an ad- 
vertisement struck a responsive chord in 
my mind. I believe in the picture if 
the man is handsome or positively home- 
ly; the betwixt and between, in my 
opinion, does not count. A joke, if ic 
is mighty good or desperately bad, is at- 
tractive; the mediocre thing is of no 
account. I was instrumental in launch- 
ing an advertisement, with a picture, on 
an unsuspecting world. It was not my 
own picture. ‘wo or three years ago we 
made the experiment of having the pic- 
ture placed on envelopes and mailed in 
the capitals of most of the Eurupean 
countries, with the idea of seeing what 
the result would be and they came 
straight to hand. I am a believer in the 
picture, if it fulfills the requirements I 
name. It is an eye-catcher, an ear mark 
—it has all the features of attractiveness. 
I believe the best way to advertise real 
estate, dropping the picture side of it, 
is to make it easy for the possible pur- 
chaser to see it. Mr. Ustrander said 
that a man located at a distance is not 
so apt to take the property near him, al- 
though the very illustrations he gave of 
sales under peculiar circumstances proved 
the contrary. I simply believe that any 
of us would sooner buy a thing we can 


see. 

Mr. Fitzgerald—I am a new man in the 
newspaper business. I retired from Con- 
gress, after serving six years, to become 
the proprietor of a newspaper in Boston, 
and find myself to have gotten into con- 
genial company. I have listened with 
interest to the remarks which have been 
inade, and they have added considerably 
to the information I possess upon the 
mewspaper business, particularly that 
branch of it called —— As you 
all know, the business of the country 
was in its very dullest stage during prac- 
tically the entire period of the last Cleve- 
land administration, and it had gone 
along during the second year of the Mc- 
Kinley administration before things 
began to brighten. I think the advance 
agent of prosperity was as much the 
judicious advertising of the Department 
of Commerce, as any one single element 
of advantage that the United States pos- 
sessed. Until that time the statistician at 
the head of the Department of Com- 
merce, who makes the tables of the 
growth of commerce, and the increase of 
our exports and imports, had not given 
a single figure for publication. During 
the first year of Mr. McKinley’s adminis- 
tration this bureau was established and 
figures collated showing the increase in 
exports and imports, as compared with 
the Cleveland administration, in wheat 
and corn, and the immense output of 
cotton and gold, silver, copper and zinc; 
and these figures were circulated through 
the length and breadth of this country 
and commented upon in the newspapers 
of every section, and the United States 
assumed a new position in the eyes 
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of the public at large and among the 
nations of the world. I was always a 
firm believer in advertising, and my 
faith in it has been greatly increased since 
I have seen the magnificent results of 
that system adopted b the United 
States. The people of America have 
great reason for gratitude to the men 
why ‘have been pioneers in advertising as 
they have to the men of the great steel 
eager and locomotive works, succeeding 
by their energy and perseverance in plac- 
ing the products of their works in the 
furthest corners of the earth. 

Mr. Brill—We have been patie 
jokes into our advertisements lately, an 
offer in the announcements of our retail 
stores to pay for first-class jokes. A 
number of thon are sent in every day. 
We advertised for original jokes in the 
World, Times and Press, using three 
numbers for our address, which we have, 
279, 281 and 283 Broadway, and in this 
way we were able to keep tally on the 
replies. We left the Journal out for 
some reason, which Mr. Gibson knows, 
but he came in to see me and made me 
forget my reason. We went into the 
Journal with the same ad asking for 
jokes, and I want to say that we re- 
ceived more answers from the ad in the 
Journal than from the other three papers 
combined, although we did not have as 
good a position in the Journal as in the 
other papers. We followed Mr. Gib- 
son’s idea that it did not make any 
difterence where we rr the ad, if it was 
a good ad it would be read and evi- 
dently it was read. 

Remarks were also made_ by 
Messrs. Thayer, Wiley, Evering- 
ham and Wallace, after which the 
meeting adjourned. 


~> 





Ir a man can’t think of any other 
way of attracting trade but by advertis- 
ing goods below cost, he might as well 
shut up shop and give the key to an 
auctioneer.—Jed Scarboro. 
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NOTES. 


Two tasteful folders from Thom 
Meehan & Sons, the Philadelphia pes 
men and florists, describe plants, trees, 
and shrubs for summer planting. 


AN attractive booklet in a leather 
cover describes the shoe publicity de- 
partment of the Manz Engraving Co., 
Chicago, which is under the supervision 
of H. Crown Young. 


_A Frank Ricuarpson, Géneral Adver- 
tising Agent, has removed from 96 Pine 
Street to the Flat Iron Building where 
ke occupies front offices on 23rd street 
with windows on three sides. 


A FOLDER and a large color-process 
poster, advertising gaskets, packing and 
mechanical rubber goods, comes from 
the Peerless Rubber Manufacturing Co., 
16 Warren street, New York. 


_Two neat booklets come from the 
Kansas City Journal—one containing in- 
formation and rates for summer resort 
aavertising and the other entering into 
the paper’s merits as a medium for ad- 
vertising schools and colleges. 





WANTED —Leading advertis- 
ing house wants outside man to 
cover New York City—a man who 
has had experience and has proved 
that he can get the business—man 
who never stops until he gets 
there—man who has no “hours” 
and never lets go. For such a 
man there is a splendid opportun- 





ity. None others need apply. 
Address A, Z., care PRINTERS’ 
INK. 




















THE ABOVE REPRODUCTION SHOWS A NOVELTY IN ENVELOPES. THE SHADED SPACE 


WHERE THE ADDRESS APPEARS IS A CUT-OUT OVER WHICH ON THE 


STRONG TRANSPARENT FILM, 
INSIDE. 


INSIDE IS PASTED A 


THE TYPEWRITTEN NAME IS THE ADDRESS ON THE DOCUMENT 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CRITICISM OF COMMERCIAL ART 


INK WILL RECEIVE, 
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33 UNION SQUARE, NCY: 
FREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 





The boy stood on the street all 
day with his sack- of potatoes, 
cabbages, or whatever it was, and 
didn’t make a single sale. One 
inquisitive man asked him what it 
was he had in the sack, and he ; 
very properly replied it was none 
of his business. This was the re- 
port he made when he lugged the 
sack home at night. 

The advertisement which 








Free booklet tells how and why 
Yost Writing Machine Co. 
6: Chambers St. 50 Holborn Viaduct 


New York London, Eng. 











No.! 


doesn’t open the sack is not good 
no matter how pretty it might be 
or how elegantly expressed. 

This advertisement of the Yost 
Typewriting Machine Company 
may be a very clever thing. The 
contraption, composed of the chains 
and weight may be a whole trea- 
tise on the superiority of the Yost 
Typewriter, but mighty few people 
out of a thousand can tell what it 
is, what it means or what it does. 
Consequently, it tells no story and 
answers no questions. 

We are promised that a free 


booklet will tell us all about it, 
but why should we write for the 
booklet ? We certainly won't 
unless our curiosity or interest is 
aroused, and the illustration, while 
a curious, thing in some respects, 
is not exciting enough to make any- 
body reach for his pen, nor does it 
tell a story which inclines one to 
investigate further. 

When advertising machines of 
any kind it should be borne in 


i THE No , 


‘YOST 
[YPEWRITERG PERFECT 
Gaal 


ALIGNMENT 





No.2 


mind that a very large proportion 


of possible customers are un- 
familiar with the mechanical tech- 
nicalities of the thing—new people 
to whom technicalities are Greek. 
Never mind the expert, he is few 
and far between Get down to the 
ground and talk to the common 
people in a way that they can 
understand. If it is necessary, 
though, show your chains and your 
other points of mechanical detail, 
show them in the clearest, boldest 
and most effective manner—-as in 
advertisement No. 2, for example. 
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THE LOW_ TONE—THE 
LARGE VIEW. 


A sad commentary on advertising is 
that most people believe the advertiser 
is indulging in exaggeration, to put it 
mildly. The reader who believes what 
he sees on the circus poster has never 
seen a circus.—Exchange. 

Too much stress and emphasis 
is not advisable in advertising. 
Earnestness and force of state- 
ment are good when used judi- 
ciously, but when the advertiser 
“claims everything in sight,” as 
the slang phrase goes, he is over- 
doing matters. e stands in the 
same rel tion to his readers as the 
actor who tears a scene to tatters, 
rising out of natural impassioned 
tones into ranting and _ bathos. 
That sort of acting finds no favor 
with an audience of average in- 
telligence, and exaggerated adver- 
tising finds as little belief among 
sensible readers. The writer who 
is too hot a partisan for his pro- 
position is either set down as a 
willful exaggerator or as one who 
sees onlv his own side of the ar- 
gument. Seach a writer assures 
his readers that they “can’t buy 
anything better,” while the writer 
who takes the low tone in telling 
his story will qualify such a state- 
ment, even though it is hard truth. 
The conglomerate adjectives of the 
circus poster carry some weight, 
or they would be abandoned for 
better methods, but the audience 
for circus advertising is becoming 
smaller and smaller with the 
growth of honest publicity. In 
fact, the audience that will take 
circus posters in a spirit of easy 
tolerance will not tolerate state- 
ments as positive in a clothing ad 
or mail order folder. The adwrit- 
er must take a large, liberal view 
of his proposition—recognize the 
fact that there are two sides from 
which to argue. In certain cases 
it is even well to sit down and ask 
one’s self frankly, “What is the 
weakest point jin my argument?” 
and then make allowance in the 
copy. It may amount to an open 
confession. If the article is shop- 
worn, short-weight, of last year’s 
fashion or weak in some respect, 
it is worse than folly to try to 
cover up this weakness. with 
adjectives and strong statements. 
Advertising murder will out, and 
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it is better to have it out at the 
very beginning—in the ad. There 
are advertisers who put such short- 
comings into the headline, and 
their ads are stronger for them. 
The reader believes such an adver- 
tiser, and will seldom question his 
honesty when he has occasion to 
make an earnest statement. It is 
impossible to fool all of the peo- 
ple all of the time, and that por- 
tion of the public that can be 
fooled part of the time, together 
with the smaller portion that will 
be perpetually fooled, is not 
worth the while of an advertiser 
who builds solidly, and for years, 
The large view of one’s proposition 
and the low tone in telling the ad- 
vertising story are more convinc- 
ing than any exaggeration of state- 

ent can ever be—they carry con- 
€ction on the surface, and are the 
ohly methods that will be employ- 
ed by an earnest writer. The 
adwriter who is believed by 
the greatest proportion of the 
general public is snugly fitted 
by Emerson’s definition of a man 
of the world: “He does notemake 
a speech; he talks a low business 
tone, avoids all ‘brag, is nobody, 
dresses plainly, promises not at all, 
performs much, speaks in monosyl- 
lables, hugs his fact; he calls his 
employment by its lowest name, 
and so takes from evil tongues 
their sharpest weapon.” 

Goons that are not good enough ‘ 
bear truthful advertising are not good 


enough to sell—not to give away for 
that matter.—Jed Scarboro, 


——___ +o 


THE many acquaintances of A. W. 
Peterson will be pleased to hear that he 
has entered a most promising field, the 
Northwest. Mr. Peterson, on June 
tst, became Assistant Manager General 
of the Minneapolis Tribune. He is a 
tireless worker and has a good record as 
a newspaper manager. For ten years, 
until the change of ownership, he was 





Assistant Manager and Advertising 
Manager of the Indianapolis News. 
Wken Mr. Adolph Ochs bought the 


Philadelphia Times, he became Business 
Manager of that paper and subsequently, 
after the consolidation was with the 
Philadelphia Public Ledger. Mr. 
Peterson entered the newspaper business 
vears ago from the bottom round. After 
finishing school he learned the printer’s 
trade, both in the composing and press 
rocm and has gone along the line filling 
the various positions in editorial and 
business departments, giving him a 
valuable experience which he has used 
to advantage. 
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Toronto 


ADVERTISING 
Evening de 








Celegram Milwaukee Journal 


is increasing steadily 
Daily Circulation, for the very good rea- 
son that results to the 

patrons of those pages 
°o } > are satisfactory. THE 


JOURNAL is the recog- 


nized want ad medium 
and in its field. 
34,000]) x=. 9 i 
9 ONE CENT Times 
on Saturday evening. per Word, Bits 


: Dail . 
No other Toronto paper cir- aily average circulation for April 


naan half so many in the 33,244. 
city. : 
r The Journal Go. 


8. B.SMITH, C.D. BERTOLET, 
New York Representative, 30 Tribune Bldg., 705-7 Boyce Bidg.. 
New York. Chicago, 


PERRY LUKENS, Jr., 
29 Tribune Building. ; 
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The Minneapolis Situation. 


ADVERTISING. 


The Journal (26 issues) carried in May..............-.-eeeeee- 1,586 
The Evening Tribune (26 issues) carried in May.............- 937 
The Daily (25 issues) and Sunday Tribune (5 big Sundays).... 1,495 


THE MINNEAPOLIS JOURNAL carried more adver- 
tising in May than any other Twin City paper—daily or 
daily and Sunday issues combined. 








CIRCULATION. 


Total number residences canvassed to date............-.+++. 5,278 
Total number Journal subscribers. ..............-.+eseeeeeee a 

Total number Evening Tribune subscribers..... ...........- 1,042 
Total number Morning Tribune subscribers. ............--+++ 710 
Total number flats and a; ments canvassed... ........... 16 
Total number Journal subscribers..... ..........eeeeeeseeees 1,201 
Total number Evening Tribune subscribers.......... b obtempe 167 
Total number Morning Tribune subscribers..............-.+. 178 


ANY ADVERTISER CAN PROVE THE ABOVE. 


THE MINNEAPOLIS JOURNAL, 


The Great Daily of the Great Northwest. 


M. LEE STARKE, : 
Tripeey van Mgr. General Advertising. "ne ,Butiding 
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“SANDWICHING” NATURE. 
By Joel Benton. 

A correspondent of the London 
Times gives in detail a law re- 
cently enacted in Prussia against 
offensive advertising in the coun- 
try. It makes, for one thing, the 
mere disfiguring of natural scenery 
sufficient ground for action. Noth- 
ing in English or American legisla- 
tion goes quite so far as this, for 
the English and American courts 
limit the right of restrictions of 
the placards of business “to consid- 
eration of public health and safe- 
ty.” Under the new Prussian law 
though “the offense to the eye is 
frankly regarded as a nuisance.” 
Although the terms of the act are 
permissive and not obligatory, the 
central government intends to ex- 
ert some influence that will tend 
to make the local governments 
“take appropriate action under the 
law.” But each community can 
have the privilege of saying for 
itself what kind of advertising is 
offensive and “disfigures the land- 
scape” and it will have power “to 
prohibit absolutely advertising in 
scenery of great natural beauty.” 
The wonder is why our own coun- 
try does not do something like 
this for both town and country or 
if not the national government, the 
States. So far as the placarding 
advertisers are concerned no one 
would be discriminated against 
where all are treated alike. It is 
very doubtful too if they get all 
the benefit they think by their de- 
facing and offensively flaunted 
remedies of their cure-alls, their 
soaps and their stridently an- 
nounced stores. For it seems very 
certain that a not inconsiderable 
and a very important part of the 
public resents these loud and vul- 
gar displays of business legendsand 
wi:l be very likely to take some 
rival article or visit some modest- 
ly advertised store in preference 
to patronizing the screamers. It is 
in the columns of the press really 
where the best and most rational 
advertising is done and if the press 
should rise with unanimity against 
pitting their small area of paper 
space against the whole out-of- 
doors and _ protest vigorously 
against the injury perpetrated 
against the beauty of their town 


and the neighboring landscape, this 
abuse would subside or else be very 
greatly reduced. 

Let some State association of 
editors and publishers take for once 
some decided action on this matter 
and there is no doubt but that its 
influence would be immediately 
felt. In many of the rural regions 
the quiet charm they have as a 
natural gift is quite destroyed for 
the profitable city sojourner and 
hence an important business loss 
ensues. It were more than well 
if those most concerned would 
meditate upon this element in the 
problem and do something to di- 
minish the increasing defacement 
before some coarse business legend 
is thrown upon the curve of Ni- 
agara Falls or across the colors of 
the rainbow. 


—— — -4e5-- 

A GOOD ENOUGH GAME RARELY 
PLAYED WITH PAPERS OF THE 
FIRST CLASS. 

ns Fort Dopce, Iowa, June 5, 1903. 

Editor of Printers’ Ink: 

We recently made two contracts with 
an ‘advertising agency in Philadelphia, 
and gave them a close rate on the busi- 
ness with the expectation that it would 
be paid promptly and run the length of 
time called for in the contract. One of 
them ran 31 issues and the other 23 when 
both were cancelled. No particular 
reason was assigned for doing this, ex- 
cept that a branch factory in Chicago 
had been closed which in no wise af- 
fected the advertising in this territory. 

I wrote them that inasmuch as the 
rate given was in anticipation of their 
following out their contract, and as 
the conditions of the contract had been 
complied with on our part; we must 
charge them a short time rate for the 
matter run. 

I would like very much to have your 
opinion of the matter. It would be of 
interest to know what rights the pub- 
lisher has in the matter of violating 
contracts by agencies that secure low 
rates on long time contracts and then 
discontinue them after they have run a 
short time. 

Very truly, 
James E. Downinc. 

Advertising Mgr., Ft. Dodge Messenger. 

—_+o+-—__—— 


Ir is just as serious a mistake to say 
too little in an ad as it is to say too 
much. 

——_—_—_+4+__—_ 

Never start an advertising campaign 
without trying to secure the co-opera- 
tion of retail dealers—and if you secure 
it you will be safe in using large copy. 
—The Advisor. 

——__+ oe —————— 

AN advertisement composed with a 
few strong, emphatic words takes hold 
of the mind with a firmer grasp than one 
composed of many mild _and common- 
place expressions.—Jed Scarboro, 
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NOTES. 


Tue Barta Press, Boston, made 
Decoration Day the occasion for sending 
out a handsome folder. 

Judge for June 27 is an “Outing num- 
ber,” and is heralded by means of a 
humorous mailing card. 

Aw ingenious combination of booklet 
and folder, with reply cards, describes 
the Simplex One-Man Typesetting Ma- 
chine, sold by the ee Company, 
1s0 Nassau street, New York. 


Some exceedingly tasteful, 





simple 
effects are shown in specimens of trade 
journal inserts submitted by the David 
Adier & Sons Clothing Co., Milwaukee. 

eral are worked out in bronzes and 
colors, while all are noteworthy for fine 
effects obtained wholly with type and 
tint borders. 


“PERMANENT Prosperity in its Relation 
to the Stock Market” is an em 4 
conservative letter sent out by C. 





Stansell Co., bankers and brokers, 
50 Broadway. Besides opinions regard- 
ing the stock situation it contains mat- 
ter mag upon the general business 
situation that is interesting and reassur- 
ing. 


Four attractive folders for dealers and 
a fine descriptive booklet with cooking 
recipes are used by the Simpson Stove & 
Manufacturing Company, Pittsburgh, to 
advertise their line of gas ranges. ‘ 
don’t believe in t goods because we 
are making them, but we are making 
them because we ‘believe in them” is the 
firm’s presentation ot its business philo- 
sophy. Matter and aye exe- 
cution are excellent. hey bear the im- 
print of Baker, Jones & Co., Buffalo, 


“Loox on this Picture and then on 
this” is the text for a booklet from the 
American Colortype Co., New York, 
showing by practical demonstration the 
superiority of colorwork over halftones 
in advertising certain classes of goods. 
Several pages of superb plates made 
directly from goods for actual use in 
advertising and catalogues are given, and 
the lesson is so plain that the booklet 
will doubtless cause the advertising man 
whe gets it to at least think about the 
color process in connection with his 
campaign. 


“Fortune Knocks Once” is the sug- 
gestive title of a large book containin 
an offer of stock in_a corporation call 
the North Shore Reduction Company, 
i ses to coax particles of iron 

it of black sand in Canada 
by means of a new machine, the Magnet- 
ic Separator. Mr. Sidney Flower, of the 
New Thought Magazine, Chicago, is be- 
hind this enterprise, and writes his be- 
lief A this ke ~ a 4 in 
stock advertising, all previous prospec- 

that he toe enamined being neither 
sufficiently 


nor well done to 
inspire confidence 


i 


on the part of read 
ers. Mr. Flower’s prospectus is well 
i and contains a great deal <¢ 
matter for anybody who will 

i the proposition min- 
this matter is sincere 
straightforward, while other por- 
are—saving the pun—a bit flowery. 


st 


In_ the South, where daily 

are least numerous, an obstacle to 
their increase in number, because it 
hinders their more extensive circulation, 
is the absence in use of small coins. A 
five-cent piece is the smallest coin in 
ordinary use and five-cent daily news- 
papers in the South have not, rally, 
according to the Northern standard, been 
“worth the gel Recently there has 
been a clearly marked period of news- 
paper consolidation in the South. Rich- 
mond, one of the oldest Southern capi- 
tals, has censolidated four dailies into 
two—one morning and one evening 
paper. Atlanta has only one morning 
paper, as have Charleston, and Colunibia 
in South Carolina; Savannah, Macon, 
and Augusta in Georgia; Montgomery, 
Mobile and Birmingham in Alabama, 
and Memphis and Nashville in Tennessee. 
In Memphis there were two morning 
papers. These were consolidated. Then 
a new one was started. It was absorbed 
and there is a sole successor of three 
morning papers in that city. Tennessee 
had prior to this consolidation, fifteen 
daily newspapers. Kentucky has 1% 
Mississippi 15 and Alabama a1. 

State which has a disproportionately 
large number of dail new: is 
Texas. It has gt. alifornia has 112. 
The increase in the population of 
Southern cities in the last ten years has 
been favorable to Southern dailies pub- 
lished in them. In the ten years preced- 
ing 1900 Louisville increased in popu- 


e lation 27 per cent, Memphis 58, Savannah 


25, Atlanta 37, Norfolk 33, Houston 61, 
Augusta 18, Birmingham 46, Galveston 
29, Little Rock 48, Knoxville 45, Mont- 
gomery 38, Jacksonville 65, Fort Worth ° 
15, and Lexington, Ky., 22.—N. Y. Sun. 


—_—+or——__—_ 
Classified Advertisements. 


Advertisements under this head two lines or more 
out dii , 10 centsaline. Must be 
han tn one week in advan 

WANTS. 
[TION wanted by a first-class business man- 
ager with excellent record. Address “ X. 

Y. Z.,” care Printers’ Ink. 

OLICITORS wanted for Grenier or 

OU . Liberal commissions. - 
ERN DRUG JOURNAL, Atlanta, Ga. 

ANTED—Party with a small amount of cxup- 


W ital to run a ting _ shares. Ad- 
dress “ PRINTING,” care ters’ Ink. 2 


WER sare eer So 


price. 8 St. George St., St. A’ 


ce. 








ORE than 215,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two papers. 


,. a character and Al pros 
pects, needs working stockholder 
asad manager. Must travel. “T.,” care P. L 
J me wey 

free. W. F. CREAGAN, 90 Gilpin Pl., Chicago. 


NERGRTIC business. man, practical printer, 
E Gestres pacdtion with 1 ; 
or superintendent. 


I wouabees 


® modiecal journal. Time 
of mat you have Covell. ‘Fost Oftce Box et, Phir 


EDGR the belie mA A 3 
numbers INTERS’ INK. 
to Literary Department of “ SERVICE,” 

Monroe 8t., Chicago, . = 
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DVERTISING ewe mags and adwriter, who is 
—— mi’ oot open to proposition 
from * ry references. 
JAY CLAR + pon ne Mich. 


ANTED—Com mpetent man wants | as 
editor of live county fa .AL, in Wis- 
consin or Mii — V5 x Can best of r refer- 
ences. Address “ R.8. A.,’’ care Printers’ Ink. 


RTIST WANTED—Man or woman onseption- 
goods at pen and ink sketches and wash 
drawings of Women’s Fashions. ROOT NEWS- 
PAPER Cag ee 200 Greene 8t.,N. Y. In- 
quire for Mr. McCurd: 


ANTED—An ——— ‘solicitor to cover 

State of Connecticut for the Bridgeport 
/and Waterbury Heralds. Must be an Al man 
and have best of references. Apply by letter 
only to HERALD, Bridgeport, Conn 


W iro t you otvertias and subscriptions 
m= N. a Loneee, paaeee. f you 
eusetal representative at these places, 
2 lar service for trade or 
v=. Ta. and. a — one. ATLAS PUB. 

BOR 
W tom D—Good commercial artist, one with 
some knowledgejof mechanics preferred. 





) 


ly pen and ink work, but must know 
oe to make wash drawings and to do good let 
tering. Ly og age, qualification | and ry ex- 
pected. “ W. D.,’ care Print Printers’ Ink. 


WV ANTED Position as cit as city editor on a oa 
ene in city of not less than 20,000. Wes 
ern ci referred. Have had 12 years’ experi- 
on ih pavers one = at present = ~« 
ed on al 


Chi roi 
and 33 years old. ddress Ebon,” Y cure 
Printers’ In. 





ANTED — Office 
,, accountants ‘oF ‘| 7 interested 2 wate” 





elippings ete., from fire, water, dust, eniee,, a4 
and ms to write for iculzrs on our Metal 
Fa tare: and Office uipment to note possi- 
bilities we offer along this line. THE BERGER 
MFG. CO., Canton, Vhio. 


AN Nak Aly oop Lag! 38 4 opus. 

The difficully is to find you yoer 
whereitis! Wedo. We aire oF ent hi 
grade men to fill positions that we have open - 
a advertising men, superintendents, 
ete. Technical, aa ve ais and clerical men of ali 


kinds. If jon are rested write for plan and 

booklet. Bead .), 309 Broadway, New 

York ; on ny em Chicago; Pennsylva- 
nia Bidg., Philadelphia. 


XPERIENCED advertising man, open for en- 

ent September 1 lst—long, successful 

record with various propositions. 

Forcible, fluent, onsen writer—crisp, inter- 
esting, convincing, sa: 

Thoro iM TY of “Tiustrations, wash, line or 

ae. esign originator. Knows good 


Prcapale, of 9 responsible position with 


aa 1 information to nsible inquirers. 
Address “EXPERIENCE.” Printers’ Ink. 


AA Texperience a writer and menager of wide 
lence and success desires ment, 


ri- 
ment store work, and should love 
tofind and serve one whose owners really be- 
ig ous in atunens — Af my ‘ 
&@ poor and incom n- 
Pine to prefer Dee tgp J wo ge Bt TE 
who seem to find truth more = an re- 
tailers do. 1 nett vedas to eet e peat 
and s' m™ as. LF oP ~~ yd de- 
lean i teas d 
up im; oy i. 
Tangetep muoreant ca 
ter, supervise and push the week 4 ete 
engravers, p' eaters, -t - ishers 


agents, 
ee so oall details. My aalde ann Ks 
high. but not fancy. and I know how to save 
money for the adve' rtiser. For interview or ref- 
erences address “ L. D. ” care Printers’ Ink. 


4 


FINANCIAL, 


ROFITABLE investment shares at 50 cents of 
the ACTIVE GOLD MDVING CO. O. 








LETTERS, 
) Pg kinds receiv A y-~ 4 = Wane 


Ww 
ou or what kind ‘do Fe rm MEN OF ed 
TERS, 595 595 Broadway, lew" York. 





LITHOGRAPHY AND TYPOGRAPHY, 


CS. Bont. Diplomas, Letter. 
heads. “ ithographed and to be 

completes * ty 4. Send for samples, 
ALBE: ING’& & CO., 105 William 8t., NY 


——_+o>———_ 
ELECTROTYPING. 


E make the electrot, for PRINTERS’ Lyx, 
We do the vlectrotyping for some of the 


largest advertisers in the country. rite us for 
9 by J CRAWFORD & CALDER, 45 
se St., New York 


SUPPLIES. 


r W D. WILSON PRINTING INK CO., Limited, 
« of 17 Spruce 8t., New York, sell more m: 
estas cut inks than any other ink house in 


Special prices to cash buyers. 


ADDRESSING MACHINES. 


AP the Wallac MACHINES—No type used in 
Wallace stencil addressing machine. A 
yon ae | bl —— bout the A 
pu ers throughout the coun’ n 
= a. WA LLACE & CO., 29 Murray St., 
ew York 





—— +> 
PREMIUMS, 


ae goods are trade builders. Thou- 
ve premiums suitable for 
publishers and others from the foremost makers 
and wholesale aes in Fa AL and sd indred 
lines, 500-page list price illustrated e, 
pennened annually, 3ist issue now ae 
. F. MYERS CO., ow, 4-60-58 Maiden Lane, N.Y. 





HALF-TONES. 


a copper half-tones, !-col., 
Oe. per in oT HE YOUNGSTOWN ARO EX. 
Ravi G CO., Youngstown, Ohic. 


HAs -TONES on copper, \ col. 50c.; 1 col. 75e.; 
—y bak 25 5 - 92, cash oe order, Free ex- 
press y back it not satisfactory. 
‘HE SOUTHWICK PRESS, Clay Center, Kan. 
—_——_ +e 


EXCHANGE. 


| epg what you don’t want for some- 
thing you do. If Fa) pave @ mets order names, 
noes cuts or someth: and want to ex- 
them for oohere put an fn Advertisement in 
PRINTERS? InK. There are probab 
sons among the readers of this anne | with with whom 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
10 cents per line eachinsertion. Send along your 
advertisement. 


a een 
NEWSPAPER BARGAINS. 


dustrious and practical newspaper men, 
with as low cash on hand as $1,000. me in New 
York State, one in Maine. Men wanted full as 
much as the money. — F. DAVID. 
veral of the best newspaper p Spy oN now 
on deck td aave ve been in my nends for 10 


DAVID, Orig ‘or oe be David” 
Broker 
RANTS (PS MRT 

PUBLISHING air OPPORTUNI- 


OOD Trade Paper, 700, be greatly 
creased in value. Gpiendid oO nity for 


LE new rman to come to New York and 
“EMERSON P. HARRIS, 253 Broadway, 


kagwe about i it. Pere 


Pap 





foe vo York, 
M"%ia maid eld malin 10,000 yearly which can 
wi can 
doubled be bad for O00,” An unusu- 


ually good a Technical trai un 
uire of “ n” 
ie ; parties ing’ ot “OWE 


258 Broadway, NewYerk. 
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MISCELLANEOUS. 
CAPSULES cu 
ailments. 

ITY COMPANY, 





rheumatism_and 
Bor - dollar. UTIL- 


————_ ++ 
CALENDARS. 


OST artistic line of . Aereniing 2 calendars 
M ever bese Write for price list. 
yy & 8U 


HIN, 
Beekman St., New York City. 


fe sees ate 
os CARDS. 


PER_ 1,000, for more; any printi 
8 THE COIN WRAPPER CO., Detroit, Mie 


per 1,000—* sa aa the most by atin 
$2 ee Costs n than in- 
ferior ones, = ‘tor sample. SOME COIN 
MAILER CO., Burlington, lowa. 
eareneme en cet ra 
BUSINESS OPPORTUNITIES. 
ea. ——7" degitimate ~aa eye house 





in Chicago, d $40,000 to grey 
num, would like to nerease capital A vod to 
on account of rapid business. 


louse is widely known, profitable 7 in good 
standi Would sell an nterest. Address “8.,” 
fare Printers’ Ink. 


wraps wactinhaaniaiiite 
CARBON PAPER. 


wr exchange a a limited amount of carbon 
paper for advertising space pace in peoenaste 
publications. “ CARBON,” F ” P.O. Box 672, N. Y. 


R PRINTERS—Special manifold pen and 
eh ae. what it’s for on we'll 

it. Prices low, of course. 
I CO, 133 — 8t., N.Y. 





DECORATED TIN BOXES. 


Na PP ofa ofttimes sells it. 
You cannot imagine m4 beautifully tin 
boxes can be decora’ and how cheap they are, 
until you get our samples and quotations. Last 
we made, amo a other things, over 
— es and five million vas- 
Send for the tin desk re- 

an Mee a Det It Now.” It AY ; 80 are 


amd CA BrOPa Ot COMPANY, 


Brooklyn, New York. 
The largest makes of Tin ode outside of the 








ADDRESSES AND ADDRESSING. 


URAL ROUTE NAMES—500 heads of foanitios, 
» ogee rous farmers, Indiana gas belt. | ric 
McLAIN, Elwood, Indiana. 


Sunt ng? NAMES—J. | .& WaRine, Desk 
Agent, Washington monthly u 
wards of 400 names of opiinbie’ persons iavetiox oO 
in new corporations, from all sections. If inter- 
ested, write him. 


AILING LIST, a an farmers and heads 

of families. 10 thousand country yo 4 

rs. 15 thousand om —y — >=— a 
iy in Southern -_ ecently 
enormousexpense. What do you mer? eros 
MANSFIELD, 100 artes St., Chattanooga, Tenn. 


PRINTER: NTERS. 


rinted better Ope tog nec- 
‘ART PRESS, Chi: 


aaa by the million million and scenes ae the 
WART PRESS, Chicago. 


Cea 


P=. Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 
3 000 OItRCULARS, size 3x5 inches, and not 
a re 150 words, ited to ed for 
H. STREY, Box 556, Plano, Il 
| hag on ore ms not satisfied where you are, try 
e do all ag I of book and newspaper 
printing promotiy and a vans gg > y. 
RI CO.. 15 Vandewater St., New York. 
pamrure— PRINTING —I PRINTING — PRINT- 


If you want good, clean, clear, con 
ng, send eg ‘work to WM. JOHNSTON, 
ters Ink Press, 45 Roge St,, New York, 
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MAILING MACHINES. 


‘HE DICK °K MATCHLESS Mi 
Nae ES Ait 
Mfr., 78 Veenees St., Beifalo. N. ¥. 
Shin ene ews thet By 
PHOTO-ENGRAVING. 


Googe, catalogue work. Write for ™ 
STANDARD ENG. CO., 61 Ann St., 


ABEL cuts in one or more colors. etches 
free if you mean business. SEANDARD. 61 
Ann 8t., New York. 


> 
FOR SALI SALE. 
 ~ San 4a unusual husual opportunity y to get B 
clear fie ure e 0. Sate 
of its kind wank N. cy. West.” re’ lnk 
L% of Multipolar Electric Electric iotese ie atts 
i H.P. Prices 


ng P presses. ONAL Stas op 
tical —s NarionaL, iTaMPiNG AND ELEC- 
TRIC WORK 8, Chicago, Ill. 


F° SAL.b—Drighaet wal ally in the State. One 
hour from New Yo: Good jobbing and 

advertisin; ot. lsat. Ill health. Bar- 

gain. $3, f cash. “8S. PICA,” Printers’ 


iOR Pose Four castings, 2 tail omnes. 8 
F shaver, two pF a This is 


, has 
for eighteen months roy is now iw di 
make room for autoplates. It is in 
condition and will produce perfect plates of 
following sizes: Six, seven or eight columne 2178 
inches oe and 7-16 = thick, Address“ PUB- 
LISHER,” Tribune, Chicago. 





laced to 


—_—__+o+ 
ADVERTISING NOVELTIES. 


Pi inctuding ad Pocket Valet, on, 1 000 f 
ecw an ng ad Wear | leather. a 


oT 
N, 5th above Ch 


| HEATHER metal bound toot case filled 
x fam- 
ie 3, 00 $5 00 Your ad “es one side. 
Cc. KENYU) Kg ‘New York. 
DYERTENNS > NOVELTIES which in reali 


ecessiti h 
is a Rw ‘THE WHITEHEAD, & Hoa et ey 
hes in nches in all large cities. 





ewark, ~ J. Brane’ 


a, your ir business b; letter Serene your 
customers a key a a, bee 

tle cap Lyne and screw driver pot 
is ise re combination et tool iat 
hak - for years. ple and par- 
teulars 10 G. P. COATES CO., Uncas- 


ville, Co 
HE vicuen, TELEPHONE Epa | is an en- 
ry, effective 





tirely new and ve 
medium. It can be comms i ne 
ia a necessity to eve 
ndence desired wit’ ,Feeponetb le , parties. N 
england coreteey reserv: Address “ INDEX.” 
are Printe: 
BOOKS. 


SPTER® HELPS AND HINTS, 25c. Circular 
free. KING, Printer, Bev verly, Mass. 


ros Joke Books. Twel Mane’ Bl Books, 
h 12 cents. MONITOR CO., Cincinnati, OU. 


BEE poet and Poultr. Fooling ‘older. SAN BEN- 


) COUNTY IMPROVEMENT CLUB, Hol 
lister, 0 Cal. 


100 Scoe. GOOD 
x ad 


pret 
SEORY om ons Practice of Leg nm 


fi com 
ermine re fone, oth dot += Sein 


s2. for a gre groce: 
sayings for $1. 


vAC re and 100 
AIT PUB. co., 


‘ “y" ADVERTISING P PARTNER,” 
for ts and advertisers tro 
write thei? own ads. colin 
lines, catch de 
By mail, $1. CG. an i Pub Colus ,Colum 
66rnHEe SCHEMER,” Allian x wae Ohio, with its 40 
each month of y ractical 
business starters, ncy tips, M.O. poin’ ete., 


only 50c. a year or three months 


keeping 
on Trial for 10¢: 
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ADVERTISING MEDIA. 


RITE to us = Bringers.” 
WwW THE RELIGIO S PRESS AS8’N, Phila., Pa. 
Pty GUIDE, New Market, N.J. A 

postal card request will bring sample copy. 
OUR AD in 40 mail-order pullers for 10 cents 
line. Send for list. 8. GRAU, 740 E. 
172d 8t., New York. 
NY pe advertising in in PRINTERS’ INK to 
thes asemeb of $16 or more is entitled to re- 
pes the Sones for one year. 
Y NEWS, 25c. year ; ad rate 5 cents 
Poet ry line. Circulation 2,250 poste. 
1AM! & METLAR, New New Brunswick, N. J 
HE BADG Milwaukee, Wis., a family 
pas, Bavenbe eas poe 41,000 copies. 
rate 20 cents a line. Close the ‘24th. 
your agency about * ween 


Tivcea sh sienna at a 5 


a 5 
are rated at less than 
ie by the Ameria Rew ewspaper Directory. 


On r line for each insertion in apie 
line of 3 oomny sapere, * located most: 


tem York, New 4 hee, 
ON PRINTING CO. 1 Vand CO,, 15 Vandewater St., N. Y. 

PUANT your ad tie FO the POST, It reaches ten 
- the wealthy 


every week. 20 cents an yy AH 
p lay; play ;9 cents line, reading. POST, Middleburg, 





$1 a pay for a ftive-line advertisement 

four weeks in 100 Ly or LL 
UNION, mg St., New York Sane cn 
application. 1 00,000 circulati circulation w 


ENZIGER’S MAGAZINE, the iIlustrated Cath- 
olic ——F- 


2% cents my oe. Won vane pine. NIGER BROS., 36-38 
Barclay 


50, 000 GUARANTEED circulation, 15 cents 

line. That’s what the PATH- 

FINDER offers the the advertiser the Saterday 

every month. Patronized al, all leading mail- 

order firms. If are a crortising as aod do not 

know of the P. — you are panies 
Fret aS, for ae and rates. 

THE PATH ER, R, Washington, D. . Cc. 


AS ERTISERS who desire Goxtve J gy yy’ that pays 
pa Fd, FaRM coor. 1. the a hand. 
‘A SURMAL, 
paper printed in the United States. 
It fi ciredinres ‘extensively 1 = the settled 
and prosperous rural co nities of New York, 
Tvania and Ohio. THE POST EXPRESS 
NG see 7 South Water 8t., 


r, 
et 
4D VERTISEMENT CO: CONSTRUCTORS. 
USINESS LIFTER const =e advertising. 
‘AIL-ORDER_ ADV’G written rs Coeago. 
EUGENE KATZ, Boyce Bidg., C’ 
PECIAL 


cuts and special 
retail business. Very ee 
‘A VERTIS New secs 





Arend printed. 
HERE'S non 9) Good Sy © good a These 
One is yours for the ask- 
ing. he JER, Alton, Ill. 
Ass good ——— for haberdashers. I 
to talk to men. Write me. A. 


OWEN PENNEY, 919 E. Capitol 8t., Washing- 
ton, D. C. 4 7” 


bb en for a Booklet as com- 


as as as to-da) 

and as modern as to-morrow! App! to U. P. 
KARR, of Plainfield, N.J. 

omserog. of Printers ‘1 Ink Press, does all 

are. . He 


W. JOHNSTON, io Hose 8, New York. 


pu 
over m4 and 
‘and bishops ‘gubasiptien te apene cessful adwriters ~— 





Hy aiden Deva Bute, Peanelpa 


A ADWRITING. 
JED oD SEARBORO, 
Brookiyn, Rew ‘New tac 
mecnes | DEPEW 


wucroed was to stick and dig zine 


scala eo adi 
$1 Oar in posit type ad Srp eae column lest Tosh 


your cop: Potnee 
Henny £ SEER, RGeotier St., New York, 


Pp PERSISTENT PUBLICITY, 
Perv PREPARED, 


on request. T. 

69 Jefferson Ave., Jersey City Clty Heights, N. J. 

M*22 BUSINESS 18 WRITING ADS—bold, fetch- 
that have produced. Newspaper, 





ton, Pa. 
A Ownstan and designers should use this 
column to increase 
price is only 10 cents a line 
any ium 


8t., New 








vou 
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READY-MADE -ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas fer window 
cards or circulare, and any other suggestions for bettering this departmen' 








A very good, though not a new, 
advertising scheme is rather lame- 
ly presented in the ad reproduced 
below, which was published in the 
Danbury, (Conn.) News by H. B. 
Bristol, a sporting goods dealer of 
that city. The ad may be all right 
as a curiosity awakener, and may 
bring a good many people to gaze 
into the window, but this purpose 
would have been served even bet- 
ter if the conditions of the con- 
test had been stated. ‘he scheme 
is all right, because the cup and its 
donor will come in for some atten- 
tion in the news columns of the lo- 
cal paper every time a game is 
played in the contest. This will 
give Mr. Bristol a great deal of 
free advertising and will be likely 
to bring him considerable business, 
especially from those who play ball 
in competition for his cup. 





” 
The “ 1903” Base 
Ball Silver 
” 
“Trophy” Cup 
which is being com- 
peted for by the Base Ball 
teams of Danbury is now in 
the store window, and great 
interest is being manifested 
by parties stopping in to look 
at it. 
It’s a “wird” (see for 
yourself) and I wonder 
who'll get it? 











One of a Good Series of Bank Ads 
Being run by the American National 
Bank, Hartford, Conn. 





Personal Expenses 


It is very much easier to 
keep track of one’s personal 
expenses when bills are paid 
by check. It makes. the 
bank do most of the book- 
keeping, and it furnishes a 
legal voucher as a record of 
every cent paid out. If you 
are thinking of opening a 
bank account call at the 
American National Bank and 
consult with its officers. You 
are sure to receive prompt, 
courteous treatment, whether 
your account be large or 
small. 

















As Good for many other Things as for 
a Razor. 





I Know a Finisher 


down at the shop who 
bought one of those dollar 
razors. He said it was the 
best razor he ever put to his 
face, although he’d had two 
or three that cost more. 
This is only a fair specimen 
of the many compliments we 
hear about our dollar razors. 
Every razor guaranteed to 
shave any beard that grows 
and to keep sharp two years. 
A neat leather case with each 
razor. It costs nothing to 
examine them, and it’s dol- 
lars to doughnuts that you'll 
buy if you need one. 








For Boys’ Clothing. 


It Is Not 
Always Easy 


for a mother to de- 
cide upon her boy’s outfit 
for the spring, but we make 
it as simple as possible by 
showing garments that are 
adapted especially to the 
boy’s age and the use to 
which the suit is to be put. 
We can give him stylish, 
well tailored _well-fitting, 
serviceable suits from $2 to 
$7. If any article should 
for any reason prove un- 
satisfactory, it will be cheer- 
fully exchanged or your 
money will be returned. 











A Timely Note from the Wanamaker 
‘age. 





Green Porch 


Screens 


There’s a short crop of 
these green painted porch 
screens this year. They come 
from Japan in the natural 
color, and are painted here 
—but the ships were late in 
starting, hence a delay in de- 
livery. 

Those that have arrived, 
however, are better than last 
year—still prices are the 
same: 

Screens, with 8 foot drop: 
6 feet wide, $1.50; feet 
wide, $2; 10 feet wide, 
$2.50; 12 feet wide, $3. 
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ington, Me.) ads. 





Then and Now 


There was a time when 
the optician bought several 
dozen of lenses, a few test 
cards, learned the rudiments 
of concave and convex and 
then set up shop. Science 
and discoveries have long 
superseded these crude me- 
thods. The mere mechani- 
cal defects of the eyes are 
the easiest to correct—to get 
at the deeper causes of the 
trouble and its cure it re- 
uires a good deal more. 
roper training, instruments, 
and the works of the best op- 
tical and ophthalmic writers 
to date are part of the mod- 
ern optician’s requirements. 
Coupled with these comes, of 
course, experience. Ten 
years devotion to mv pro- 
fession in all its stages have 
equipped me to do the best 
professional work possible. 
hat’s why my services are 
different. Call any date for 
consultation. 








A Seasonable Suggestion from F. 


H. 


1, a Danbury, Conn., Jeweler. 





Graduation Gifts 


It’s not too early to “look 
about”? for some annropriate 


presents for High School 
graduates. 

We have many pretty 
things in gold and filled 


lockets and pendants, gold 
and silver chatelaine watches, 
sterling silver shirt waist 
sets and toilet articles. De- 
signs for class pins, rings 
or medals furnished on re- 
quest. 





For a Photographer. 








Hark ! the 
Wedding Bells 
Are Ringing 

And shortly you will wish 
fsome beautiful portraits to 
commemorate the event., But 
do not be too hasty in select- 
ing the artist. Go where 
they make a bride’s picture 
that shows all the delicate 
details in veil and gown— 
where they understand giv- 
ing you an attitude that is 
dignified yet dainty. Now 
inasmuch as we have always 
had such distinguished suc- 
cess in all kinds of bridal 
portraits may we please ex- 
pect you for a sitting? Just 
name the day, we'll do the 
rest. 


— 
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Another of Optician Presson’s (Farm- 


A Goed Cheese Ad. 





It’s a Luscious 
Cheese 


That Vermont Cream 
Cheese of Baldwin’s. And 
the beauty of it is that it 
can always be Cypontes on 
to run evenly. he cheese 
you buy to-day you'll find to 
be of the same _ excellent 
quality as that you bought 
a week, a month, or a year 
ago. 
We have received word on 
word of commendation of 
this really superfine article. 
the fancy cheeses. 





This is Decidedly Businesslike and Sen- 
ble from the Headline to the Strong 


St 


Another Breath of Spring. 





Begin at the Top 
—A New 
Spring Hat 

We're showing the new 
spring hats—the up-to-date 
styles—the hats that are go- 
ing to the go. For in- 
stance, in Derbys there are 
the blacks, of course And 
the browns—the very new 
browns. There are soft hats 
in all the new shapes—those 
of the wide brim variety 
prevail—blacks, pearls, nu- 
trias, Oxfords,. modes and 


tans 

Derbys, $2, $3 & $4. 

Soft Hats, $2 & $3. 

Yes, they are all modelled 
after the blocks of exclusive 
hatters—same_ style, same 
quality—but brought down 
to reasonable prices. 





Closing Paragraph. 








- ~ - 
Granite Ingrain 


25c the Yard 


We sell carpets cheaper 
than any other concern in 
Danbury with the natural 
result that we are selling a 
lot of carpets to people who 
know a good thing when 
they see it and can spare the 
cash all right. 

hese Granite ingrains 
have proven very satisfac- 
tory indeed; those who have 
purchased them of us are 
coming back for more and 
telling how well the colors 
hold. 


We buy the very best 
grades of carpet direct from 
the mills in full rolls. 

Reynolds & Fuller, 315 
Main street, Danbury, Conn. 

The carpet sellers who are 
not afraid to quote prices, 
because they sell carpets 
cheaper than any other store 
in town. 
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A NEW ENGLAND RAILROAD. 

A passing thought upon the matter of 
railroad advertising would lead one to 
believe that only the largest systems go 
in for publicity, but this is hardly true 
as even way up here in Vermont rail- 
roads make an attempt to set forth their 
attractions and in many commendable 
ways, in the majority of cases through 
newspaper reading notices. This latter 
mode I am inclined to believe will bring 
greater results in this region than some 
of the more elaborate schemes employed 
by_roads of greater mileage. 

I have in mind the Rutland railroad 
which traverses the entire length of the 
State on the west side of the Green 
Mountain range. This road _ confines 
the bulk of its efforts along the line of 
advertising to making direct appeals to 
the people along its lines through the 
medium of newspapers, especially dur- 
ing the summer season, and as the road 
not only runs parallel with the far- 
famed Lake Champlain but crosses the 
northern end by a series of bridges and 
a chain of islands the opportunities 
for exploiting this wonderland of New 
England are many. That a_ veritable 
boom has been experienced at North and 
South Hero, Isle Motte and Grand 
Isle is due mainly to the fact that the 
Rutland railroad at a heavy cost con- 
structed a piece of road across the 
islands making the distance from Boston 
to Montreal seventy-five miles shorter 
than via the old route through St. 
Albans. This has been a winning card 
for the Rutland system and a move 
that the management have been alert 
to mention when seeking through busi- 
ness, either freight or passenger traffic. 
One of the latest bits of advertising to 
be issued by the passenger department, 
which is under the supervision of Gen- 
eral Passenger Agent B. Hibbard, 
is a handsome brochure of 80 pages 
printed upon the finest quality of paper 
and inclosed in covers of a warm brown. 
The book contains unquestionably some 
of the finest photographic reproductions 
of Vermont scenery ever printed and 
the book and the road have won num- 
berless encomiums from newspapers 
throughout the State for such an elab- 
orate description of the varied attrac- 
tions that are to_be found along the 
Rutland system. I am told that with 
Dr. W. Seward Webb as its new presi- 
dent the road will from time to time 
enter with greater zest into advertising. 
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At any rate the Rutland can lay claim 
to putting out some of the daintiest, and 
I am inclined to believe, business bring- 


ing, publicity of any railroad in New 
England. Hasay C. SHaw. 
+o ____—_ 


BIRTHDAY-PRIZE SCHEME. 


A Massachusetts merchant is now con- 
ducting a —e sale in his home 
goods department for one month. Spe- 
cial bargains are offered in all lines. of 
goods in that department. Every one 
who purchases 50 cents or more in this 
Cpermnent during the month of the 
sale is given a slip of paper on which 
they fill out in blank spaces name, date 
of birth and date of purchase. The 
idea is that the one whose date of birth 
comes on the same date in the month on 
which the sales in this department were 
the largest, is given free, his or her 
choice of home goods to the amount of 
$5. Second and third prizes are offered 
of $3 and $1 worth of home goods, = 
viding others have the same birthday. 
It being decided who receives first, sec- 
ond, third prizes by the date of pur- 
chase—first purchase being given pre- 
ference.—St. Paul Trade. 

——_+o+—_—_—__ 


THE ease with which some freak ad- 
writers create copy is rivaled only by the 
way the wised-up man who ys the 
bills takes a fall out of said adwriter.— 
White’s Sayings. 





——__] 
Displayed Advertisements. 
20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 
— ——— 


CANADA. 


Cau ADVERTISING is best done Ly THE 











ESBARATS ADVERTISING AG’Y, Montreal. 











THE JOURNAL-NEWS 
of Evansville, Ind., is credited with 
The Largest Circulation 


in that city in the American News- 
paper Directory for 1903. 

















F: Geo. 


Writing, Printing, 





10 Spruce St., 


P. Rowell & Co, 


ADVERTISING AGENTS. 


Placing and Illustrating 
of Advertisements. 


Taking Care of all. Mechanical and Technical 
Details Without Extra Cost to Advertisers. 


Te 





New York. 











PRINTERS’ INK. 


Manitoba Free Press \ 4000 TIME-NOW 








petted morning and evening at Win- 
ory fs the American Newspaper Direct- 
‘or 1908 gives a wae ¢ Srosleson . . . 

is accorded to all the other If you think of buying a newspaper isn’t 

daily ne ae my pasos & Ge Can now a good time to do it? Business is 


‘est combined. good, and advertising and circulation are 


both easy to get. A paper well built up 
in both departments now will stand like a 
LIVE MAIL LIST FOR SALE rock through good times and bad times. 
js = - 7 4 I have some first-class properties listed. 
ow! name, address and occupation o They are not calamities which are offered 
a A farmers, garlencrs, breed | 1 to you because no one else can make them 
prosperous section of Tennessee, who are || pay, but are good profitable properties 

mail order buyers and readers of advertisin that the owners offer for sale for reasons 


| ap = This list has — Been comptied an “ : 
na substantial 90-page that will satisfy you as they have me that 


hiet. Any size special list can Le Y || the reason for selling is good in each case. 
ply limited. Price $i Sieciiitnone ain stoke. One of them is an Eastern daily, master of 
EDSON AGENCY, No. 8 Arcade, Nashville, Tenn: || ‘8 feld, paying its owner nearly $15,000 

cash each year, that can be bought right. 
Cash to the amount of $40,000 or $50,000 
Of the 13 papers published in Arizona will handle it,and the paper will take care 
of the balance—and of the purchaser also 


The Arizona Republican, This paper is not on the market, but it can 


issued at Phoenix, is the only one that es- be had by the right man if he has the 

tablishes a claim to a circulation mn rating in money. If you are the man and can show 

Rowell’s s Telapro rectory #0 h as the money I will tell you all about it. 

1,500 copies. It is probable that no more than 

SOLE 2 ayo falgh 
ju urin, e first four months 

of 1909 the ARIZONA REPUBLICAN has issued C. M. PALMER, Newspaper Broker, 


i 
han 6.000 copies each and every dey- I || 116 Dearborn St., 263 Broadway, 
Chicago. New York. 



































































The State, Columbia, S.C 


The American Newspaper Directory 

~~ 1903 gives a higher circulation 

rating than is accorded to any other 
daily published 


IN THE TWO CAROLINAS 





" Don’t use it unless it pays you.” 


The Fort Worth 


TELEGRAM 


Fort Worth, Texas, 


NOW GUARANTEES 


8,000 Circulation 


The only evening paper and the 
only Associated Press newspaper in 
acity that is growing at a rate of 
10,200 annually. 

Advertising taken through any re- 
sponsible ewspaper Adivertisin 
Agency. Information ond rate cards 
cheerfully furnished. 






















Ripans Tabules are the best 
dyspepsia medicine ever made. 
A hundred millions of them 
have been sold in the United 
States in a single year. Kve 
illness arising from a diso: 
ered stomach is relieved or 
cured by their use. 80 com- 
— is it that eeeied inate 

from the stomach it may be saf there 
is no condition of il health that Vill ne not be bene- 
ited or cured by the occasional use of Ripans 
Tabules. Physicians know them and spea 
highly of ean. as druggists sell them, The 
five-cent package e nqugh for an ordinary 
occasion and the Family Bottle, sixty cents, con- 
tains a household supply for a veer. One gen- 
erally gives relief within twenty mfnutes. 
















































The New “Link the Link’”’ Puzzle. 


No Foreign Representatives. 


The Fort Worth Telegram 





Company 
©. D. Reimers, T. R. Tingle, 
Pres. and Pub. Bus. Mgr. 










sam 
You won’t regret it. Jobbders and whole- 
salers write for prices. THE VALLEY MFG. 
CO., MIDDLETOWN, CONN. 


























































JUST AN INVITATION. 


Advertisers are invited to try the 
columns of the 


JOLIET DAILY NEWS 


We reach 6,869 homes six 
evenings a week. No street sales. 
Inspect our lists of subscribers, 
and te will agree that nowhere 
can the same results be obtained 
for the money. 

H. E. BALDWIN, Adv. Mgr. 

















WHEN 


a strong Republican two-cent 
evening paper li 


The Jersey City 


Evening Journal 


has far the largest circulation 
in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 


DAILY AVERAGE CIRCULATION : 


1899—14, 486. 1900—15, 106. 
1901—15,891. 1902—17,532. 


1I903—1 8,460 


A HOME, Not a2 Street 
Circulation. 

















open to all interested. 


CHAS. H. EDDY, 
F. S. WEBB, 





The St. Paul Globe 


Circulation Jan. ist., 1903, 31,050. 


Average Circulation for month 
of December, 1902, 28,398. 


The Globe’s increase in circulation and advertising patronage the 
last six months has been greater than that of any other Twin City 
newspaper, Largest St. Paul morning circulation. Books 


THE GLOBE CoO., St. Paul, Minn. 
M. F. KAIN, Business Manager. 


Foreign Representatives : 
1o Spruce St. NEW YORK CITY. 


87 Washington St., CHICAGO. 


Tel. 2971.-John 


Tel. Main 2467 














PRINTERS’ INK. 








THE 
Newspaper of lowa 








THE DES MOINES 


DAILY CAPITAL 


Appreciated at Home. 


THE CAPITAL’S Local Advertising Lead 
Bigger than Ever During 
Month of May. 


During the month of May THe CAPITAL published in its 
six issues a week 9,038 inches of local display advertising. 
The News in corresponding issues published only 4, 
inches. The Register-Leader 4,003 inches—therefore THE 
CAPITAL published more in six issues than both the other 
dailies combined in the corresponding six issues—or it pub- 
lished more in six issues than either one of the others pub- 
lished in seven issues. The volume of local advertising in- 
creases every month with THE CAPITAL, and the testimony 
of the merchants is that the results are better each day. 











MARCH APRIL MAY 
Inches Inches Inches 

CAPITAL, 7,388 9,478 9,038 4 
News 4,1791¢ 5,119 4,846 
Register-Leader, 8,4401¢ §,225 4,008 


An evening paper that goes into the homes of the 
people. 33,000 daily circulation guaranteed. 

Carries more advertising than any other Des Moines 
paper. Rate, 4 cents per line, flat. 














For Further Information Address 


THE DES MOINES DAILY CAPITAL, 


New York Office—World Building. 
Chicago Office—S87 Washington Street. 
































PRINTERS’ INK. 


San Jose SE Mer Mercury ) 


ax NIA: BATCRDAY MORNINO, JANUARY 10, TANUARY 10, InG—TWELVE PAGES PAGES 


ISSIONERS MUST STAND UP IMPRSORS. S| EICTEMENT A CAPITAL 
“FACE THEIR *“4NSGPTSSIONS! Mr Sm Dw 


(MORNING) 














SAN . JOSE HERALD. 





can d0ek” OaLiromny. MONDAY AFTERNOON, 





[NIZATION === am, Peso 


(EVENING) 








Two progressive newspapers 
covering the morning and evening 
field of the Santa Clara county, 
one of the richest valleys of the 
world, with a population of 65,000. 


SUNDAY MERCURY and HERALD 


A combination Sunday paper 
covering the whole field. Read 
in 10,000 homes. For particulars 
and rates, address 


LaCOSTE @ MAXWELL, 
140 Nassau Street, 112 Dearborn — 





New York City. Chicago, Ill. 




















PRINTERS’ INK. 


SUMMER CIRCULATIONS 
THE ELLIS PAPERS 


THAT PAY: 
Metropolitan and Rural Home 


500,000 


(Bate $2.00 Per Line.) 


The Paragon Monthly 
400,000 


The ne ee 
400,000 


(Rate $1.50 Per Line.) 


The Home Monthly 
400,000 


Park’s F lotal Magazine 
375,000 


(Bate $1.25 Per Line.) 
The above circulations are not only guaranteed but proven. 





THE C. E. ELLIS COMPANY, 


713-718 Temple Court, 112 Dearborn Street, 
NEW YORK, ‘ CHICAGO, 


























PRINTERS’ INK. 





MY ROCKY ROAD 








*S The man who expects to get on in the world cannot do it with a half heart, but 
must grasp his opportunity with vigor and fling himself with all his might into his 
vocation, Noman can flirt with the Goddess of Success and succeed. If he does 
| not mean business he will be jilted.””—Succsss. 


| What man starting out in any line of trade had as 
| gloomy an aspect as faced me when I entered the ink 
business nearly ten years ago? Printers were accustomed 
| to paying their ink bills whenever the spirit moved them, 
| and a settlement once or twice a year was considered 
just the thing. Every Tom, Dick and Harry was trusted, 
and when a delinquent was turned down by one house 
he had no bother transferring his orders to another. 

I know of concerns long since gone to the wall who 
| had the reputation of sticking every ink house in New 
| York City. I made my terms cash in advance, and it 
mattered not the size of the plant or the amount of the 
bank balance owned by a printer, he had to send the 
money with the order, otherwise I would not ship the 
| goods. 

I had faith in my scheme, and flung myself with all 
my might into my vocation. My success was not of a | 
mushroom growth, as I now receive more orders in one 
week than I did in my first six months in the business. 
I give a dollar’s worth of ink for a dollar, and when the 
purchaser feels that he has not gotten his money’s 
worth, I buy back the goods and pay the transportation 
charges. 

Send for my new price list, containing valuable hints 
for the press room. 








ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, - . New York. 




































PRINTERS’ INK. 
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ANNOUNCEMENT. 





Philadelphia, June 5, 1903. 
We beg tc announce that we 

have appointed THE LOGAN & COLE 
SPECIAL AGENCY, Tribune Building, 
New York and Chicago, as our sal- 
aried representatives for Foreign 
Advertising. We bespeak for them 
the kindly consideration and 
hearty co-operation of all adver- 
tisers and general agents. 

Respectfully yours, 


THE PHILADELPHIA ITEM. 

















